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Sugar Loaf watches as Brazilians 


accept the invitation 


“Beba Coca-Cola” 


On the beach at Rio, in the shadow of 
famous Sugar Loaf Mountain, Coca-Cola 
is part of the Brazilian scene— just as it is 
part of the scene wherever people gather 
in the U. S. A. Around the world, 
Coca-Cola is wholesome refreshment... 
welcome refreshment. It brings the friend- 
liness of the States to good neighbors 
everywhere ...is the favorite of all who 
play refreshed or work refreshed. 


DRINK 
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| About this Tasue 





Eacu time (and there have been hundreds 
in the past several years), that we have written 
about the price situation in the soft drink in- 
dustry, we have done so with the first thought 
that what we were putting down on paper was 
a development of the moment, only to realize 
later that it was really “old hat.” This is a 
story that seems to have no beginning and no 
end. Perhaps that is because in economics, 
things run in cycles, especially prices which 
go in an eternal spiral. Spin it one way and 
the spiral seems to go up; spin it in reverse, 
and it travels down. For the past few years, 
prices have tended upward and show no signs 
of stopping. For an industry the size of ours, 
it is virtually impossible to scan the entire 
picture at a glance, so we have narrowed the 
focus down in “The Escanaba Story” for a 
microscopic look at a small community and its 
three bottlers, and how they reacted to the 
stimulus of a price change. Yet, like a small 
piece of wallpaper, the pattern keeps on repeat- 
ing itself everywhere. We are far from over 
the hump of the price problem, notwithstand- 
ing the multitude of changes which have taken 
place. This little peek at the goings on in this 
small town in Michigan proves there is no 
beginning or end to the question of price—only 
change. It merits your study. 


In this issue, N.B.G. pursues its policy of 
developing subjects of interest to the bottlers, 
in this instance, the new dietetic type bever- 
ages. Months ago, we published a series of 
articles (November) explaining the “whys and 
wherefores” of the beverage that is growing 
like wild-fire in consumer demand. This month, 
an article discusses a technical point of impor- 
tance, with words by an expert on the subject. 
The “music”’ is in the jingle of the cash box, 
and mighty pleasant it is too. 


Also big on the bottlers’ horizon is the cost- 
paring method of handling cases with pallets 
and lift trucks. In April last year, we wrote 
about this to the tune of about 75,000 words 
and 100 pictures. Comes now two further 
studies covering the use of pallets in delivery 
work and the “care and feeding” of lift truck 
operators. No hot-rod jalopy, running a “hi-lo” 
takes training and skill—and caution! Here is 
must reading for your lift truck operators. 
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Big Price Boosts Executed 
In Nation's Leading Markets 


Price increases, on smalls and quarts, were ef- 
fected last month by bottlers in a number of lead- 
ing U. S. markets. 

@ In New York City, Canada Dry, White Rock 
and Hoffman Beverages announced an increase in 
quart prices to $1.85. The new wholesale level will 
bring the retail price to 23c per bottle, or 2 for 45c 
(plus deposit). The three quart producers also 
boosted price levels on 7 ounce. Canada Dry moved 
to $1.28, Hoffman to $1.92 (36 count case), and 
White Rock to $1.60 (30 count case). Also in 
ms Be Gu 
level established a month earlier by Pepsi-Cola and 


Mission Dry upped to $1.20, the same 


Seven-Up. Coca-Cola continues to sell at 96¢ whole- 
sale in New York. 

@ In Philadelphia, several bottlers announced 
boosts to $1.40 on quarts and to $1.20 and $1.12 on 
smalls. 

@ In Newark and other New Jersey territories, 
various price breaks were reported. 


» 


@® In Chicago, Charles E. Hires upped from $1.3 
to $1.40 on 26 ounce Hires, and from 96c to $1.1 


on Vernor’s Ginger Ale. 

@ In Boston, Pepsi-Cola and Canada Dry went 
to $1.12 on splits. 

@ In Denver, new increases were announced by 
Canada Dry ginger ale and sparkling water, Hi- 
Spot, Spur, White Rock sparkling water, ginger 
ale and black cherry, and Seven-Up. 


USDA Sugar Branch Reiterates 
Low Quota—High Price Policy 


The Sugar Branch of the Department of Agricul- 
ture recently reiterated its determination to main- 
tain a sugar quota below actual requirements for 
the admitted purpose of increasing prices to pro- 
ducers. 


Acknowledging receipt of a resolution adopted 


at the Atlantic City convention of the American 
Bottlers of Carbonated 


3everages, the Sugar 


THE TRADE 


Branch explained that it must continue to give em- 


phasis to the price support provisions of the Sugar 


Act. 

A.B.C.B. has repeatedly protested this policy. 
Such a policy, it says, risks dangerous shortages 
by making no provision to replace inventories. 
Sugar distribution for domestic consumption during 
1952, for example, totaled 8,074,313 tons, but the 
quota permitted producers to market only 7,900,000 
tons. The difference, 174,313 tons, was drawn from 
inventories, visible and invisible. 

The USDA Sugar Branch discounts the likeli- 
hood of shortages, commenting: “‘Refiners, import- 
ers and mainland sugar processors have been reg- 
ularly in a position to deliver more refined sugar 
than wholesalers, retailers and consumers have re- 
quired at these prices even though quotas have been 
maintained at levels which prevented the offer of 


raw sugar to refiners in price depressing volume.” 


Tooth Decay Not Traceable to 
Sweets, Dental Study Shows 


The true causes of dental caries are still obscure 
and not at all confined to any single factor such as 
the use of sweeteners in the diet, and further study 
of the problem is indicated. 

These conclusions, as reported by the Corn In- 
dustries Research Foundation, are drawn from a 
volume covering a ten-year survey conducted by 
National Research Council’s Committee on Dental 


Health. 


Summarizing the book’s findings, the Foundation 


states, ““As was to be expected, no final ‘yes’ or ‘no’ 
as to the causes of tooth decay emerges from these 
studies.” 

“The tendency to cling to the belief that the tooth 
is an entity,” Dr. A. LeRoy Johnson, of the Council’s 
Division of Medical Sciences, states in a foreword 
to the book, “is not in step with the times.” 

The Committee on Dental Health, which prepared 
the survey, included Dr. P. C. Jeans of the Univer- 
sity of Iowa, chairman; Dr. C. A. Elvehjem of the 
University of Wisconsin, and Dr. C. G. King, of 
the Nutrition Foundation, Inc. 








New West Va. Governor 
Favors Drink Tax Repeal 


William C, Marland, new Governor of West Vir- 
ginia, in his legislative message last month before 
the joint session of the state legislative bodies, 
stated: 

“T have long been of the opinion that so important 
a program as the ‘state medical school paid for by 
the West Virginia soft drink tax’ should not rest 
on a reed so weak as our children drinking soda 
pop. 

“Undoubtedly, these sales would be the first to 
drop in any business recession, and the program 
which we all desire, construction and maintenance 
of a medical school, would be seriously curtailed.” 

Governor Marland further recommended that the 
West Virginia soft drink tax remain in effect until 
suitable substitute legislation proposed by his ad 
ministration could be enacted, 


Bottlers Urged to Support 
Nation's Blood Donor Program 


Soft drink bottlers were urged last month by 
A.B.C.B. officials and other trade leaders to fully 
support the stepped-up campaign to have a na- 
tional blood plasma reserve ready for use in any 
possible emergency, civilian or military. The drive, 
it was pointed out, not only offers opportunity for 
members of the industry to make individual con- 
tributions to the blood bank, but to promote the 
use of carbonated beverages as quick energy pick- 
ups for other donors. At most blood centers, soft 
drinks are among the items approved for use either 
before or following visits to the donor room. 

In a letter to the American Bottlers of Carbon- 
ated Beverages, a doctor associated with the pro- 
yram said Before entering the donor room 
donors should be provided with a sweetened drink 
to increase the blood sugar level. Light nourish- 
ment should be provided after donation.” 

The A.B.C.B. has available for the bottler’s local 
use, a consumer health advertisement (one of a 
series) entitled “Approved Energy Pickups for 


Blood Donors Bottled Soft Drinks.” This pro 








motional piece as well as others can be obtained 
by writing to the Association at 112% Sixteenth 
Street N. W., Washington, D. C. 

In promoting the Blood Program, bottlers should 
keep in mind that blood is as much a weapon of 
defense as guns, tanks, planes. It is as vital to na- 
tional strength as aluminum or steel. Unlike 
weapons it cannot be manufactured. It cannot be 
mined or fabricated. It must come as a free dona- 
tion from the veins of men and women of good will. 


Bubble Up Corp. Purchased 


Further details on the sale of the Bubble Up 
Corp., reported last month in this column, were re- 
cently disclosed to NBG. 

Purchasers are a group headed by Richard Ryan 
of Rochester, Minnesota. Mr. Ryan, who for many 
years has been associated with the O-So Grape 
Company, will direct the policies of Bubble Up from 
offices at 39 S. E. 4th St., Rochester, Minn. Manu- 
facturing and shipping of Bubble Up (a lemon lime 
drink), will be done from the Bubble Up Corp., 
1015 S. Washington St., Peoria 2, III. 
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without filling 


FY We MOOTRN WOMAN owes «lot to today's 
good sense in diet, She eats light, drinks 

light, end keeps her youthful figure longer 

She looks better, feels better. Men like her 


better. And so does her insurance company 


For her, today's Pepsi-Cola is refreshment 
made to order. For Pepsi has kept in step 
with seanble changes in modern teste 


Dry, never too sweet, reduced in 
calories, it goes with all the wholesome way» 
of living that help make her what she 


Enjoy Pepsi-Cola whenever you want 






refreshment — in the familiar economy bo 
that serves two people, or the new 


single-drink size, just right for one 


1's the modern, the light refreshment 
refreshes without filling. That's why today 
Pepe Cole ts more popular then ever 


Pepsi-Cola 


The Light 


PEPSI PLUGS ITS “LIGHT REFRESHMENT"... 


A new. somewhat revolutionary advertising theme that 
highlights the product's “lightness” was introduced to 
Pepsi-Cola bottlers at their annual convention in Chi- 
cago last month. One of the first ads using the new 
theme (above) is headed “Pepsi-Cola refreshes without 
filling’, and supporting copy points out that the drink 
is “dry. never too sweet, reduced in calories.” 








New York 


South Dakota 





STATE CONVENTION 


STATE CITY 
Oregon Portland 
Washington Spokane 
Arkansas Little Rock 
Indiana Indianapolis 
Kentucky Louisville 
Montana Butte 
Utah Salt Lake City 
Wyoming Casper 
Michigan Detroit 
Illinois Chicago 
Nebraska Grand Island 
Ohio Akron 


New York City 


West Virginia Charleston 
Oklahoma Ardmore 
Maryland Baltimore 
Minnesota St. Paul 
North Dakota Jamestown 


Sioux Falls 


SCHEDULE 








HOTEL DATES DAYS 
Multnomah Feb. 13-14 Fri.-Sat. 
Ridpath Feb. 15-16-17 Sun.-Tues. 
Lafayette Feb. 15-16-17 Sun.-Tues. 
Antlers Feb. 16-17 Mon.-Tues. 
Brown Feb. 19-20 Thurs.-Fri. 
Finlen Feb. 20-21 Fri.-Sat. 
Newhouse Feb. 24-25 Tues.-Wed. 
Henning Feb. 28 Sat. 
Detroit-Leland Mar. 2-3-4 Mon.-Tues. 

Wed. 
Sherman Mar. 4-5-6 Wed.-Fri. 
Yancey Mar. 5-6 Thurs.-Fri. 
Mayflower Mar. 16-17 Mon.-Tues. 
New Yorker Mar. 22-23-24 Sun.-Tues. 
Daniel Boone Mar. 23-24 Mon.-Tues. 
Lake Murray Lodge Mar. 30-31 Mon.-Tues. 
Southern Apr. 11 Sat. 
Lowry Apr. 21-22 Tues.-Wed. 
Gladstone Apr. 24-25 Fri.-Sat. 
Cataract Apr. 27-28 Mon.-Tues. 








Big Ad Support Readied for Schweppes, 


Pepsi's New Acquisition 


The Pepsi-Cola Company announced last month 
that its recently-acquired Schweppes line of quality 
mixers will receive “maximum advertising support.” 

Schweppes, Great Britain’s leading producer of 
soda water, tonic and mixers, and Pepsi-Cola Com- 
pany, the world’s second largest soft-drink manu- 
facturer, recently concluded franchise agreements 
by which Pepsi-Cola will bottle Schweppes products 
in North America, and Schweppes will bottle Pepsi 
in Great Britain. 

“We have decided to advertise the Schweppes 
line of quality mixers extensively in newspapers, 
magazines, radio, television and billboards,” said 
W. B. Forsythe, first vice-president of Pepsi-Cola. 
“Many of Pepsi-Cola’s 500 franchised bottlers in 
the United States, Canada and Mexico will soon 
be producing Schweppes beverages, and we will 
give them maximum advertising support, both local 
and national.” 

To carry out its part of the bargain, Schweppes 
will advertise Pepsi-Cola intensively in) England. 
“Pepsi-Cola already occupies a preferred position 
in the British cola-drink market, and we will have 
to hustle to keep up with demand, once sugar ra- 
tioning is discontinued,” said F. C. Hooper, Man- 
aging Director of Schweppes, Ltd. Mr. Hooper re- 
cently arrived in New York to confer with Pepsi- 


Cola’s top management. 


E. F. Wagner New Head of 
A.B.C.B. Accounting Group 


Edwin F. Wagner of Madison, Illinois, has been 
appointed the new head of the 1953 Accounting 
Committee of the American Bottlers of Carbonated 
Beverages. His co-members are Thomas F. Mans- 
field of Newark, N. J.; John W. Davis, of Roanoke, 
Va.; Joseph F. Nerney of Attleboro, Mass., and 
A. G. Beaman of Nashville, Tenn. 


The Accounting Committee assists bottlers in all 
matters pertaining to management, record-keeping, 
and business analysis. The Committee developed 
the A.B.C.B. Standard Accounting System, recog- 
nized as one of the most complete record-keeping 


methods available to the soft drink industry. 


Other projects of the Accounting Committee in- 
clude an Annual Cost-Sales Survey showing na- 
tional cost changes and sales valuations, enabling 
those participating to compare their own position 
with that of other plants; a manual of Job Evalua- 
tion to promote sound employee relations; a manual 
of Aptitude Testing and related forms to facilitate 
pre-judging of job applicants’ qualifications; and 
a manual for Profit Planning, prepared by a nation- 
ally known management engineering firm, as a 
guide to profitable operation under today’s or any 


conditions. 
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There's lots more to crown 
manufacturing than just mak- 
ing good crowns. Consoli- 
dated's top quality crowns, 
the result of 48 years of ex- 
perience, give your bever- 
ages the protection they 
deserve. 
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MEETING A 
CHALLENGE 


"Way back in 1948, Lee C. Ward, President of 
Tru-Ade, Inc. asked all crown manufacturers to de- 
velop an unspotted crown, in place of the higher- 
cost aluminum spotted crown used up to then, which 
would not affect the taste and quality of Tru-Ade. 
The new crown would have to meet rigid tests and be 
priced competitively. 



















Our experienced staff of 
field men, who are special- 
ists in crown problems, will 
welcome the opportunity to 
discuss your crown problems 


with you. 











This challenge was met by Consoli- 
dated Cork through the development of 
a cork binder which, to quote Mr. Ward 
from a letter to his bottlers in July, 
1949: "Consolidated Cork Corporation 
said they recognized this problem as a 
challenge to them which was not unwel- 
come and that they would immediately 
commence a series of studies which they 
hoped would produce a cork liner satis- 
factory for use on Tru-Ade. Unspotted 
Tru-Ade crowns were submitted . . . very 
careful testing in the laboratory and 
commercially has indicated that a syn- 
thetic cork binder is available and that 
crowns tested did not impart any taste 
to Tru-Ade .. . tests have been very 
extensive. Bacteriological, incubation 
tests for taste and vacuum determina- 
tions have all resulted in satisfactory 
conclusions." 


These "'special'’ Tru-Ade crowns are 
now made regularly for Tru-Ade bottlers. 
They are priced at no premium. 


From the first suggested sketch for your decoration, 


through on-time delivery of the finest-made crowns, 


Consolidated's entire organization is working for you to 


help you produce fine beverages, perfectly sealed. A 


letter or telephone call will place us at your disposal. 














CONSOLI pare CorK 


4012 SECOND AVENUE 
BROOKLYN 32, N.Y. 
PHONE, STERLING 6-3036 
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PEPSI-COLA 
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COMPANY, 
DENVER, COLO. 



































.1940 . . . installed 120 
BPM 912-0z.) MEYER 
DUMORE Bote Cleaner 
and a 24-8 DUMORE 
Syn-Cro-Mix Filling Unit. 


1950... more than 
doubled capacity, in- 
stalled 524-P MEYER 
DUMORE Bottle Cleaner 
and a 260-BPM (12-0z.) 
MEYER DUMORE Syn- 
Cro-Mix Filling Unit. 


REPEAT ORDERS SUREST 
EVIDENCE OF SATISFAC- 
TION, 


MEYER 
DUMORE 


perfectly mixed. 
















BEVERAGE FILLING SYSTEM 


The MEYER DUMORE Bottle Cleaner, with the MEYER 
Method of brush-scrubbing each bottle with water-flooded 
brushes, for guaranteed clean bottle delivery. 


The MEYER DUMORE Syn-Cro-Mix Filling System for 
guaranteed uniformity of fill and uniform flavor content. 
Absolute control of both syrup and flavor in the finished 
product — always the same when placed in the consumer 
hand. Higher productivity. Every bottle of finished prod- 
uct is in perfect proportion — perfectly carbonated — 


Modernizing is economizing. 
This system of the future is now 
available for you. Used the 
world over. 


—E 













MEYER DUMORE Filler 
Counter pressure filler built 
for carbonated beverage 
industry, Crowner integral 
part of filler connected in 
one simple drive, timing of 
filling and crowner is the 
same. 


in the of decera- 
tion the filtered water is 
drawn into deaerator tank 
where it is exposed in o 
tremendous su 


For complete details 
write for descriptive 
bulletins. 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U.S.A. 
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Canada Dry Plants all over the country have used World 
Rotary Labelers for years. That is why they are quick to 
recognize the advantages of the WORLD Tandem Labeler. 






— its capacity to handle full bottling line production, from 
75 per minute to 350 or more per minute (the latter 
requiring only one operator and one 5-unit Tandem). Extra 
Tandem units are economically added as production increases. 


Body and neck 
labels on 7, 12 and 
28 oz. Canada Dry 

bottles are neatly, 
firmly and precisely 
applied by the WORLD 
Tandem Labeler. 











— its flexibility. The Tandem applies body labels, neck 
labels, and foil if desired. Continuous bottling line production 
is assured — one Tandem unit may be stopped and the 

other units will take the full load. 







— its dependable performance — Canada Dry knows from 
past experience that WORLD Labelers can be relied upon day 
in and day out, year after year. 






Ask us to give you the facts and figures on the last word in 
automatic, high production beverage bottling labeling 
— the WORLD Tandem Labeler. 


gailo 
O¢ = 
Dias 
ail Ugee’ 
ECONOMIC MACHINERY COMPANY 


60 FREMONT STREET 
WORCESTER 3, MASSACHUSETTS 


DIVISION OF GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN, U.S.A 
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A World Four-Unit Tandem Labeler like this 





is going into the Ozone Park, N. Y., Pittsburgh, 
Pa., and Maywood, Il. bottling plants of 
CANADA DRY. 





we 











Canada Dry to Add 100 Bottlers 


Canada Dry expects to add approximately one 
hundred licensed bottlers during the current: year, 
bringing their total number of production centers 
in the U.S. and abroad to over 300, President R. W. 
Moore declared last month. 


Mr. Moore was optimistic about growth prospects 
for both Canada Dry and the soft drink industry, 
and cited sales gains of the past year compared 
with 1934, the year he joined the company. In both 
cases the increase in sales volume alone last year 
Was greater than total sales were in 1934, he re- 
ported, and while industry sales in 1952 were seven 
times as great as in 1934, Canada Dry’s volume had 


multiplied fifteen times. 


While the company’s earnings before taxes have 
kept pace with this development, “‘the hard burdens 
of taxation have reduced our net profits to little 
more than five times the 1934 figure,” Mr. Moore 
stated. He expressed hope that the new national 
administration will “adopt a tax program which 
will afford a more equitable treatment to growth 


companies such as ours.” 


In the coming vear the company will continue its 
expansion through licensing of bottlers, a program 
that was initiated on a broad scale only five vears 
ago. Product promotion plans call for- emphasis 
upon ginger ale as a refreshment beverage, the 
president said, and a strong campaign on Quinac 
quinine water as an all-purpose mixer and straight 


beverage. 


Beverage Tax Fight On Again 
As State Legislatures Convene 


With most state legislatures in 1953 session, dis- 
criminatory soft drink tax legislation has already 
been proposed in several states. 

As of January Zl, special taxes on bottled bever- 
ages were being discussed in Massachusetts, Ohio, 
Pennsylvania and West Virginia. In West Virginia, 
bottlers were working actively for repeal ot a cent- 
a-bottle levy imposed in 1951. Pennsylvania bot- 
tlers, successful last vear in having a similar tax 
repealed, are now faced with threats that a new 
tax proposal may be introduced during the present 
legislative session 


In Ohio, no tax proposal had been filed by Janu- 
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ary 21, but revenue officials were casting specula- 
tive eyes at the penny-productive possibilities of 
Ohio’s 150-bottle per capita figure, as applied to 
an 8,000,000 State population. 


In Massachusetts, the tax proposal has reached 
the official stage, with Senate Bill 483 providing 
for a tax to be earmarked for the establishment of 
a medical-dental school, for the payment of free 
tuition to the University of Massachusetts, and for 
establishment of facilities for educational television. 
Bottlers in Massachusetts are particularly con- 
cerned over this effort to levy “a bad tax earmarked 
for worthy causes.” Such a tax is especially difficult 
to oppose, for it places bottlers in the position of 
objecting to projects having popular appeal. 


West Virginia bottlers, subjected to a cent-a- 
bottle tax to establish and maintain a medical-dental 
school, are making considerable headway in their 
efforts to convince legislators that a discriminatory 
tax levied on one industry is not a proper base for 
a project as worthy as the school. Efforts are being 
made within the state administration to substitute 
some other method of financing the project. 


In urging its members to work against the pro- 
posed tax, the Massachusetts Bottlers of Carbonated 
Beverages point out that many legislators are serv- 
ing for the first time, and are therefore not familiar 
with the background and the pitfalls of a soft drink 
tax. 

“Because we have been successful in the past in 
opposing similar bills, we should not permit our- 
selves to become complacent at this time,” said 
Anthony V. Pioppi, President of the Massachusetts 


Association. “You should lose no time in contacting 


your Senators and Representatives; solicit their 


ald in defeating this highly discriminatory tax 
measure.” 


Bottlers Service Club of N. Y.& N. J. 
Elects New Officers 


The Bottlers’ Service Club of New York and New 
Jersey elected a new slate of officers at a meeting 
in New York City, January 8. 

John Keller, Owens-Illinois Glass Co., was elected 
president, succeeding Joseph Greenberg, Salient 
Flavoring Corp. 

Three vice presidents were named—Ed Ferrari, 
Merck & Co.; Dan Burns, Bottling Industry; and 
Art Lawson, Bond Crown & Cork Co., Division of 
Continental Can Co. 


Jay B. Clancy, Blue Seal Extract Co., was elected 
treasurer and Geo. R. Shear, NATIONAL BOTTLERS’ 
GAZETTE, was named secretary. 


The organization also honored one of its veteran 
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without filling 


HE MODERN WOMAN owes a lot to today’s 
| good sense in diet. She eats light, drinks 
light, and keeps her youthful figure longer. 


She looks better, feels better. Men like het 


better. And so does her insurance company, 


For her. today’s Pepsi-Cola is refreshment 
made to order. For Pepsi has kept in step 


with sensible changes in modern taste. 


Dry. never too sweet, reduced in 
calories, it goes with all the wholesome ways 


of living that help make her what she is. 


Enjoy Pepsi-Cola whenever you want 
refreshment— in the familiar economy bottle 
that serves two people or the new 


-ingle-drink size. just right for one 


It’s the modern, the light refreshment 
refreshes without filling. That's why today 


Pepsi-Cola is more popular than ever, 
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TWITCHELL’S 


BLACK 
; CHERRY 7 


Good for bottlers—because this new flavor 
stands alone in its ability to win speedy. loyal 
popularity. That. good friends, is another way 
of saying moola in the bank. Every bottler who 
gives ita whirl is amazed at the sales build-up 


of this treat of treats. 


Good for thirsty thousands — because 
Twitehell’s Black Cherry captures all the ele- 
gance of luscious fruit. In fact. this extract is 


made from plump black cherries— with other 





natural flavors added—to produce a_ rich. 
fruity beverage that does not have to be 
labeled “imitation.” Its a 4d-oz. item, with 
artificial color added (must be declared) to 
give an eye-catching dark cherry hue. Requires 
no sodium benzoate. 

Twitehell’s rock-ribbed guarantee says it’s 
better than any cherry flavor you've ever 


known. Order some today! 


e Black Cherry crowns available from Twitchell stock. 


eive 
list to rec 
y on ovF 2-pe9® 
9 RON Talks, a al pot- S 
Vos mont ly ttler's ling 
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of course: 
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CRESTMONT AND HADDON AVES. ®e CAMDEN 4, N. J. 
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TALK OF QO THE TRADE 


members—-Fred Smith of Merck & Co. Mr. Smith, 






recently retired, received a plaque for his outstand- 


ing contributions to the welfare of the Club. 


News Briefs 


Coca-Cola bottling companies in Pittsburgh, Pa., 
and four nearby communities were recently pur- 
chased by a group headed by Sidney N. Strotz, ac- 
cording to newspaper reports. Mr. Strotz is presi- 
dent of the Quaker State Coca-Cola Bottling Co., 
Which has purchased and will control and operate 
the Coke plants in Pittsburgh, Butler, Arnold, 


McKeesport and Bethlehem. 
| 


Reports of parent companies filed with the Securi- 
ties Exchange Commission for the first three- 
quarters of 1952 indicate a 9-10°, sales increase 
over 1951. (NBQG’s bottler survey showed a better 
than 16°, 


Some trade authorities are concerned because 


sales boost for the industry over 1951 


the new Secretary of Agriculture, Ezra Taft Ben 
son, hails from Utah—-one of the big beet sugat 
producing areas in the country. There is some feat 
that the new Secretary will not only continue, but 
intensify Agriculture’s policy of price support to 
domestic beet sugar growers. This emphasis to the 
price support provisions of the Sugar Act, which 
has the effect of maintaining a high sugar price, 
has long been fought by ABCB and other industrial 


Sugar users. 


You hear that the reason medical and dental asso- 
ciations are attacking soft drinks and urging bever- 
age taxation is that they want the receipts of such 
discriminatory legislation for the establishment and 
financing of medical and dental schools. . . Mem- 
bership in the Massachusetts bottlers’ association 
has dropped from 211 to 187 in three years. Not 
quite as bad as in other states, but not good. Cali- 
fornia-Nevada undoubtedly has the highest percent- 
age of membership—approximately 93°, of the 
bottlers in these states are affiliated with the organ- 
ization. . . 1952 beer volume, estimated at $4.5 bil- 
lion, is about 1¢, above the previous year. Approxi- 
mately 75°, of the volume was in bottles or cans; 
the remaining 25°; in draft... Oliver C. Thener was 
reelected president of B-1 Beverage Co., St. Louis, 
Mo., at a recent stockholders’ meeting. Other officers 
are Dr. Andrew G. Klein, vice president; James E 
Darst, treasurer, and Paul M. Gerwitz, Jr., sec- 


retary 
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THE COVER PICTURE 


There isn’t anything you wouldn't do 
for the customer who takes from 60% 
to 75% of your total output, so it isn't 
surprising to find bottlers putting much 
more of their selling efforts into the 
food stores of the nation. 





editorial 
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Deposits: Some Questions and Answers 


T is generally agreed in the soft drink industry 


that higher deposits. if accepted by the consumer. 
would cure one of the worst economic. ills of the 
bottler. 

There is no disputing the facts that bottlers’ con- 
tainer losses have soared tremendously in’ recent 
vears: that current deposit) structures (generally 
2c per small bottle. Se for the large pare kage 
2 to 10e per shell and no deposit at all on cartons) 
are only a fraction of actual replacement costs: that 
large numbers of consumers prefer the convenience 
of not returning empties over the admittedly burden 
some job of carting empties back to the store for 
the sake of a few pennies. During inflationary times 
like these, the few pennies really seem to have lost 
their value. 

Admittedly that is not the whole of the matter: 
to say that an increase in deposit levels could resolve 
these problems does not necessarily mean that it is 
a practical step for bottlers everywhere to. take 
immediately, all circumstances considered. 

For one thing, it may be argued that a deposit 
hoost would have a damaging effect on sales. that 
the public will not go for it. that any reduction in 
container losses accomplished by a raise in deposits 
might be offset by resultant sales decreases. Others 
sav that a deposit boost would force the wholesale 
price so high as to make the handling of bottled soft 
drinks unpopular with the dealers. A third opinion 
is that the inadequacy of present deposit rates 
should be overcome through an increase in the price 
of the product, itself. This latter viewpoint, somewhat 
strange on the surface. seems to be crounded in the 
belief that most Coca-Cola bottlers. having a uni 
versal small bottle that can be returned most any 
where. do not suffer as much container loss as 
other bottlers: hence. the Coke bottlers ore nerally will 
cooperate more readily in a price, rather than a 
deposit. increase. 

All of these arguments. all of which have some 
merit. center around one focal question — the big. 
key question: Can a deposit increase be successfully 
executed 7 

Fortunately, this is a question that today can be 
answered not only in theory, but from the real. 
practical experiences of hundreds of bottlers in 
scores of communities who have already executed 
deposit) increases some abortively. most success 
fully. The rest of the industry the thousands of 
bottlers who have not changed their levels in twenty 


vears or more —can learn and benefit from the mis 


takes and methods. the trials and tribulations of 
these “pioneers. 

An analysis of their experiences by NBG a con 
tinuine study of many vears’ duration reveals 
these all-important considerations and pitfalls: 

1. A deposit: inerease is practically assured of 
success if it is undertaken simultaneously by all 
bottlers in a community. In every known instance 
where bottlers in a community have joined hands 
to promote such an increase, the higher rate has 
come off well with no adverse effect on sales on 
consumer and dealer relations. The smaller the 
number of bottlers in a community participating in 
a deposit boost, the smaller its chances for success. 
However, the number of bottlers involved in’ a 
deposit increase oftimes is not nearly as important 
a factor as the volume of business they do. For 
example, in a community of seven plants, four 
bottlers doing 85° ° of the business could) easily 
accomplish a deposit increase without the participa: 
tion of the other three. 

There have been instances where one or two 
bottlers in a community have successfully bucked 
the odds: but any bottler contemplating independent 
action on deposits should bear in mind that such 
action is a “caleulated risk’. 

2. The most saleable boost is one which brings 
the new deposit to $1 usually 3« pel bottle. 28« per 
shell or | per bottle and Le pel shell. The most 
saleable carton deposit: is 3e per unit. These are 
not ideal deposits. because they do not approximate 
current replacement cost of containers. But. they 
have proved to be readily acceptable figures to 
dealers and at least substantially reduce, if} not 
altogether eliminate. container losses. 


» The simplest. least CAXPENSIVE technique ol 
raising deposits is first to make a concerted effort 
to round up as many empties as possible in the trade, 
then announce the increase via a dealer circular. 
supported of course by the personal salesmanship 
of the routemen. The reason for rounding up empties 
beforehand is obvious: the more cmpties collected. 
the less the number of empty bottles and cases (and 
cartons) that will have to be redeemed at the new 


cle posil le \é | 


We've made this point before on the same subject 
and wont hesitate to do it again procrastination 
in action can seriously hinder a later move. We've 
had that ¢ \perence in the matter of prices lets not 


repeat a bad mistake in judgment with deposits. 











Massive displays of the product being sampled are a “must” to make the campaign 
most effective. Displays should be placed in high traffic areas, and at the dispensing 
point. 





S aurunc has proved one of the 
most effective ways of building gro 
cery store trade, in the experience of 
managers of the Vallejo, California 
plant of the Coca-Cola Bottling Co. 
Such promotion is relatively expen- 
sive, Lionel Rodgers, Assistant Man- 
ayer of the plant, points out, but its 
results are long-lasting. After years of 
extensive advertising which has made 
Coca-Cola a by-word and put it in 
every grocery store, giving free sam- 
ples of a soft drink with which every 
customer is’ familiar may sound 
strange, but it has served to boost 


sales to an even greater peak. Re- 


cently, the promotion was particularly 
effective when the plant introduced a 
new twelve-bottle carton. 

Following three sampling cam- 
paigns in the summer of 1952, Mr. 
Rodgers set down a few rules which 
had successfully pushed the twelve- 
bottle carton of Coca-Cola. They might 
be applied equally well to the promo- 
tion of any other soft drink: 

1—-Choose a day for the give-away 
promotion when an audience will be 
assured. Week-end grocery store sales 
bring crowds, but the opening day of 
a new store is even better. 

2—-Make sure that the soft drink 


Follow a few common sense rules to make any sampling 





campaign a real customer producer. 


is impressively and extensively dis- 
played to form a real eye-catcher in 
the store. 

3—Have a well-informed company 
representative on hand to pass out in- 
formation while he passes out samples. 

One Saturday morning sampling 
period proved moderately successful 
free samples are always appealing 
But Saturday morning shoppers are 
usually in a hurry. Far more successful 
were the promotions staged in con- 
junction with the opening of two new 
stores. Crowds were even larger and 
they came for the specific purpose of 
looking around, of learning more about 
the new store and the bargains it 
offered. They were “in the mood” to be 
told of the advantages of the new 
twelve-bottle carton. 

Coca-Cola was only one of three 
products sampled on the day of the 
opening of one large super-market. 
Coffee and ice cream were served to 
the visitors by their respective pro- 
ducers, one brand of each. They proved 


to be not competition for the soft 
drink bar, but another reason for 
visitors to stay longer and get a better 
look at the twelve-bottle cartons and 
the poster, “The easier way to carry 
more refreshment.” 

Displays in conjunction with a sam- 
pling promotion should be erected on 
a massive scale. Stacks of twenty-four 
or more cartons can make the display 
the center of the store, wherever it 
stands. Customers are used to seeing 
the Coca-Cola sign, the Vallejo man- 
ager pointed out; it takes something 
extra to make them stop and really 
come over to see just what has been 
added. For these particular promotions 
it was the new twelve-bottle carton. 

“Just how do you make carbonated 
drinks?” ... “Could we see the plant ?” 
... “Do you ever have tours for chil- 
dren’s groups?” are just a few of the 
questions customers ask. Drinks are 
poured to be drunk on the spot, not 
handed in bottles to be taken home, 
and that leaves time for conversation. 
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It’s important to have on the spot a 
company representative who can con- 
tinue, or if necessary, initiate such a 
conversation. Most persons know the 
flavor of most soft drinks; for the most 
part, they have their minds made up 
as to whether or not they like them. 
A give-away promotion is no promo- 
tion at all if it simply makes the bever- 
age available to those who like it. The 
promotion pays off in a long-term 
increase in the number of units sold if 
those who already like the beverage 
are persuaded to buy more. And in the 
new customers it makes. With the pro- 
motion of the twelve-bottle carton, 
carried out on the opening day of a 
new grocery store by means of free 
samples, customers were — simply 
shown a convenient means of carrying 
home more of what they already liked. 

The free sample idea will be of 
equal value during the normally slack 
season, Rodgers feels. Tried then, he 
is sure, it will once more direct the 
customer’s attention to something he 
or she already likes; it will make him 
realize that the beverage can taste as 
good in winter as summer. 


Store Demonstrations Aid 
Sales Volume, 


Dealer Cooperation 


OU can strengthen dealer relations 
and stimulate consumer demand 
through demonstrations. Here are 
some pointers on how to conduct them 
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successfully. But first, two short case 


histories, showing what can be accom- 
plished. 
35% Winter Gain 

Early sales results are proving to 
be excellent in the concentrated sam- 
pling programs of seven Squirt bot- 
lers in Nebraska and Kansas. The 
major effort is coupon mailing, with 
one area alone accounting for over 
410,000 mailings. 

Bottlers participating are: Walter 
Winter, Lincoln, Neb.; Joseph and 
Leona Donovan, York, Neb.; Con H. 
Keating, Columbus, Neb.; J. P. Dan- 
iel, Norfolk, Neb.; Dan L. Meisinger, 
Topeka, Kan.; Lesley C. Siegrist, Em- 
poria, Kan.; and John Skie, Jr., Law- 
rence, Kan. 

Sales reports of these bottlers show 

os 


an overall increase of over 35° in 


winter volume. 


600%. Increase 


A recent sampling drive conducted 
bottler, Andy 
Leary, Rockford, Illinois, has resulted 


by another Squirt 


in a better than 600°, increase in 
sales volume on Squirt and the addi- 
tion of a large number of grocery 
store outlets. 

During the campaign, over 20,000 
coupons, good for a free carton of 
Squirt were distributed throughout 
the city of Rockford, which has a pop- 
ulation of about 85,000. Here’s what 
happened 

12,000 coupons mailed-—7,000 cou- 
pons returned—(58.3° ). 

6,000 coupons door-to-door——3,750 


coupons returned (62.5°, ). 





Self-service outlets now get 
79% of all grocery store sales 
—as compared with 59% in 
19146, according to a study by 
Gutdoor Advertising Ine. 

The study, which lists the num- 
ber of supermarkets and other 
self-service stores in all cities 
over 25,000 population, and the 
percentage of total grocery vol- 
ume the stores do in each market, 
is the fifth conducted by OAT. It 


is the first since 19-16. 





Self-Service Stores Account for 79% of Grocery Sales 


Robert A. Sprague, director 


of research for OAT, said there 
were three factors in the growth 
of self-service: 

“The auto — which has 
widened the area of shopping 
and encouraged larger purchases 
and one-stop shopping’ modern 
packaging — which has made 
possible many new products in 
a variety of forms and sizes; and 
visual, colorful advertising — 
which provides essential package 
identification and = sensory ap- 


peals.” 








1,000 store demonstrator coupons 

3,750 coupons returned——(93.8( ) 

Of 22,000 coupons distributed, 14,- 
500 were returned, or an average of 
65.9°, returned! 

Before the sampling, Rockford was 
running two trucks that averaged 
about 30 cases per day. Today, follow 
ing the sampling, the bottler is run 
ning four trucks and averaying over 
100 cases per day per truck. 

Approximately 100) new accounts 
have been added, including major 
chains such as A&P stores, National 


stores, and Piggly-Wiggly stores. 


Plan The Program 


Like any other type of sales promo 


tion, a store demonstration program 





cannot bring results unless it is care- 
fully planned and correlated. Hap- 
hazard methods in scheduling store 
demonstrations can do more harm 
than good. The dealers should be se- 
lected, and informed in advance about 
the plan and how it will benefit them. 
The bottler will naturally want to 
demonstrate in what might be termed 
“high spot” locations —super-markets, 
high-class groceries and other well- 
located stores where traffic runs high 
and maximum advertising results can 
be obtained. 

There should be sales and merchan- 
dising tie-ins. For instance, it is log- 
ical in groceries and super-markets to 


push carton sales. This can be done by 
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ow to Get FULL-BODIED 
ietetic Beverages... 


A low-cost, non-nutritive method of providing the “body” in 
beverages normally furnished by sugar. 


OP rurers ; 


requirements 


carbonated beverages must meet rigid 
First, they 


beverages in sweetness, body, 


must simulate standard 
taste and appearance. 
Second, they must be entirely free of added sugars; 
be extremely low in assimilable carbohydrates; be 
definite and uniform in composition; and of known 
and very low calorie content. They may require 
such other added qualifications as low sodium con- 
tent 
Naturally, 
bonated beverage without fully compensating for 


all of the characteristics which it imparts to the 


sugar cannot be removed from a car- 


beveraye, if the resulting drink is to have the re- 
freshing character of the sugar-containing bever- 
imparts sweetness 


age which it simulates. Sugar 


to the beverage, is a vehicle for carrying flavor and 


is the greatest single factor in determining “body” 
in the ordinary carbonated beverage. Thus, dietetic 
beverages must first contain a non-nutritive artifi- 
cial sweetener and in addition must be lacking in 
none of the other flavor attributes attributable to 
suyar. 

Body in the finished beverage is a matter of 
sweetness, flavor level, and retention or lingering 
of taste sensation. It is as much a part of beverage 
quality as are sweetness and flavor. Therefore, it 
is not sufficient to substitute for sugar an artificial 
sweetener alone. An additional agent is needed to 
compensate for all of the body-building, taste linger- 
ing characteristics of sugar. For a high quality 
drink, this additional body producing substance must 
naturally be acceptable as a food product, completely 
stable in the finished carbonated beverage, be capable 
of remaining sparkling clear and developing no tur- 
bidity during shelf life of upward of one year, and 
what is most important among agents of this type, 


it must be completely neutral in taste, neither ab- 


sorbing nor modifying the most delicate flavor of 


any beverage in which it is used. 
in varying de- 
Sorbitol 


Two food products seem to meet, 


grees, all these requirements—namely, 


and pectin, both of which are carbohydrates, Sorbi- 
tol (a sugar alcohol) being a hexahydric alcohol and 
pectin (the natural gelling substance in fruit) a 
polygalacturonic acid. There is, 
however, a vast difference in the effectiveness of 
these two, as pectin is about 25 times as effective 
as Sorbitol on a weight basis. Since both products 


methyl-ester of 


are carbohydrates, their caloric values are propor- 
tionate to their content in the finished beverage, 
which in the case of pectin is at the extreme mini- 
calories per 12 ounce bottle 
in the finished beverage or about 1/25 of that of 
any other comparable body producing agent. 

useful properties which 


mum, being only 114 


Pectin has many other 
ideally suit it for dietetic purposes. 
fruit product extracted from oranges and lemons 
complying 


It is a natural 
and is available free of added sugars, 
with the rigid requirements of the National Form- 
ulary. It has been used extensively for many years 
in food preparation, and. the scientific literature 
pertaining to its beneficial effect in the intestinal 
tract is extensive. 

Pure citrus pectin of National Formulary quality 
effective in the amount of 0.10% 
Thus, it is ex- 


is completely 
by weight in the finished beverage. 
tremely economical and from a dietetic standpoint, 
supplies a minimum of calories. The resultant bev- 
erages are crystal clear and have excellent stability. 
Pectin neither absorbs nor adsorbs flavor and will 
not modify the most delicate flavor of the beverage 

which it is used. In addition to being extremely 
calorie count, pectin is slow to break down 
in the tract. its absorption as a 
carbohydrate food is at a minimum. Pectin N. F. 
(meeting the strict specifications for purity of the 
National Formulary) contains no impurities which 
will contribute to the growth of micro-organisms 


low in 


digestive Thus, 


and will not necessitate the use of an artificial 


preservative in those beverages (such as ginger 
normal conditions, require no 


ale) which, under 


such chemical preservative. 
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Sugar—the basic ingredient in soft drinks cannot be re- 
moved without fully compensating for all the character- 
istics it imparts to the beverage. “Body” in the finished 
drink is most important. 








by L. C. GALLAGHER, Manager, Industrial Division, Products Department; and 


S. D. POULSON, Director, Customer Service, Research Department, 


Growers. 


Sunkist 


The technique of using pure citrus pectin N. F 
in a sugar-free bottling syrup is simple, as illus- 
trated by the following typical batch formula: 
SUGAR-FREE BOTTLING “SYRUP” 
Water—70° to 80° F.. 80 gallons 
No. 444 Exchange Pectin, N. F.. 
if used. . 


6 pounds 
Benzoate of soda 12 ounces 
50% citric acid solution. . 1!, gallons 
Sucaryl, sodium or calcium 
(Abbott Laboratories } 
Flavor 
Water to yield......... 


9 pounds 
3 gallons 


96 gallons 


Throw one ounce to a 7-ounce bottle (4 ounces 


to a 28-ounce bottle) 
hottle; 1}. 
ounces to a 12-ounce bottle; or 4 ounces to a 32- 


r in above formula to yield 


To throw one ounce to a %8-ounce 


ounce bottle, reduce wate 
only 84 gallons of finished bottling syrup. 
Procedure: The ingredients in the above formula 
are added to the batch in the order of their listing 
and each is completely dissolved before the addition 
of the next. Note: 
different from the simple dissolving of a highly 
soluble substance such as sugar. Pectin from the 
standpoint of its ability to stay in solution is quite 


The dispersion of pectin is vastly 


soluble, however, it hydrates rather slowly espe- 
cially in cold water and has a very great tendency 
to lump when first coming in contact with water. 


Therefore, pectin when added to water needs to be 
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mechanically dispersed by high speed agitation and 
should be sifted, preferably through a fine screen 
or flour sifter, into the vortex formed by the high 
speed agitation. Ample time of continuous high 
speed agitation should be ‘allowed for a complete 
dispersion and hydration of the pectin and the 
syrup should be examined visually to see that no 
lumps or undissolved particles are present. 

It is important that all ingredients be added in 
the order designated and each be in complete solu- 
tion before the addition of the next ingredient. 
After the sugar-free bottling syrup is diluted to 
final volume, it should be filtered, especially for 
beverages such as ginger ale, where sparkling clear- 
ness is desired. Pectin for food use is normally 
standardized with dextrose (corn sugar). It is es- 
sential that only pectin entirely free of any stan- 
dardizing sugar, such as Pectin N. F., be used in 
dietetic beverages. 

While pectin is not difficult to handle, it requires 
a technique not ordinarily met in the beverage 
plant. Therefore, if difficulty is experienced, pro- 
vision should be made for a demonstration by one 
qualified in the handling of pectin, who can estab- 
lish a simple procedure for its use. 

If beverages are to be labeled as “‘salt-free’’ or 
“low-sodium”, it is necessary to use only flavors 
which are known to be salt-free and of low sodium 
content. Also, for such products, if a preservative 
is used, either benzoic acid or magnesium benzoate 
should be substituted for sodium benzoate and 
water should not be zeolite softened or otherwise 
treated in any manner which might increase its 
sodium content. 

The cost of the body imparting material (Pectin 
N. F.) in the above formula is about 13 cents per 
gallon of syrup. The caloric value of the finished 
beverage is extremely low, being about 1% to 2 
calories per 12 fluid ounces of beverages when syn- 
thetic flavors are used and slightly higher if some 
pure fruit flavor is used. 

When Sucaryl is used in a product, the label 
should bear a statement to the effect that the prod- 
uct contains Sucaryl, a non-nutritive artificial 
sweetener which should be used only by persons 
whose intake of regular sweets must be restricted. 
Further information in this regard can be obtained 
from Abbott Laboratories, manufacturers of Su- 
caryl, and reference should be made to State laws. 

Since people following a rigid low calorie diet are 
apt to be denied many natural food products, lemon 
juice can be used in place of citric acid as an acidu- 
lant in all such beverages where clearness is not 
a factor. Lemon juice is an especially good source of 
vitamins, minerals and_ bio-flavonoids—all consid- 
ered essential to the human diet. Its carbohydrate 
content is very low and acid is exceptionally high, 
thus, its acid to carbohydrate ratio is 25 to 30 times 
that of most fruit juices, making it the ideal natural 


acidulant. 
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Re tt e Al b eT to check into Armstrong’s Hi Speed Crowns 


if you havent already discovered their advantages. 
They have no burr on the underside to cause 

hang-ups in crowners. This also minimizes scratching of 
crown decorations and reduces dust in hoppers and 
chutes. They feature select-quality cork liners and special 


rust-resistant outer and inner coatings. 


For details, call your near-by Armstrong office o1 
write Armstrong Cork Company, Glass and Closure Division 
6302 Prince Street, Lancaster, Pa. Western Representative 
John Mulhern Co., San Francisco 24, Los Angeles 23, Seattle 9. 








RVMSTRONG'S Seed CROWNS 













EXCLUSIVE! 






CROWN THROAT 


THE LIQUID 
ROTARY CROWNER 


Phe exclusive segment type flexible throat 
and cushion crowning feature assures these 


exclusive advantages — 


Jay P ~ 4 
Perfect Crowning Accuracy regardless of 
bottle or crown ring tolerances.. 


Expansion Feature virtually climinates 
aiaehian aan ts replacements. 


Highest Speed crowning without bottle. 
injury or shock loads on bottles. 


Ask the Liquid representative to give you 


the complete facts. 


LIQUID MACHINERY ASSURES 3 


Cnmtti | 


A 


THE LIQUID CARBONIC CORPORATION 


3100 SOUTH KEDZIE AVENUE 


PROOUCT 


| Lally 


STANDARDIZATION 





CHICAGO 23, ILLINOIS 
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Vtems... 









Nicholas Cobots, Owner Sun 
Spot Bottling Co., Eddystone, 
Pa., has reason to be justly 
proud. Mr. Cobots’ daughter, 
Jean, has been declared the 
“Delaware County Girl of the 
Month of December.” This is an 
award Delaware County gives 
monthly to the outstanding high- 


school girl. 


John F. Clark, president of the 
Dixie Coca-Cola Bottling Com- 
pany in Bristol, Va., was named 
1953 president of the Bristol 
Chamber of Commerce at a meet- 
ing of the board of directors in 


the Chamber council room. 


John T. Allen, owner and gen- 
eral manager of the Galveston 
Seven-Up Bottling Company, 
Galveston, Tex., recently was in- 
stalled as president of the Ki- 
wanis Club of that city. . .. In 
an election of new officers for 
1953, Thomas P. Browne, Export 
Manager, The Permutit Com- 
pany, and Vice President, The 
Ionac Company, Ltd., New York, 
was elected to the position of 
President of the Machinery and 
Metals Export Club... . T. L. 
Wilson, president of the Royal 
Crown Bottling Co., Charleston, 
S. C., was recently elected 2nd 
vice president of the Charleston 


Chamber of Commerce. 


Under the auspices of the Coca- 
Cola Bottlers’ Association, a tes- 
timonial dinner will be tendered 
Harrison Jones on April 7th at 
the Biltmore Hotel in Atlanta, 
Ga. After 10 vears as chairman 
of the board of the Coca-Cola 
Co., Mr. Jones retired last June 
under the company’s retirement 


plan. Several hundred bottlers 


and business associates are ex- 


pected to attend the dinner. 
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Safety Hints 
For 


Fork Truck 
Operation... 


by O. T. HENKLE, JR., vice-president, 
Mercury Manufacturing Co., Chicago 



















Carry maximum loads at a minimum height so as to re- 
duce torque loading on fork truck. Maximum loads at high 
lift tend to reduce maneuverability as well as stability. 
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ROAD RULES FOR SAFETY 


Tu human element is one of the greatest factors 
in the cost of fork truck operations. Fork trucks 
capable of moving and tiering great quantities of 
stock or product — are called upon, throughout in 
dustry to perform quickly and economically. 

Everything has been engineered into a fork truck 
with the exception of the skill and expertness otf 
those people responsible for the fork truck’s con 
tinued high-level productiveness. Thus, operato 
judgment bec6mes as important to a job as good 
truck design, material and workmanship 

In some ways operator judgment is more im 
portant, because the lack of proper judgment can 
result in considerable property damage, severe in 
juries or even loss of life. It must be remembered 
that tons of material, possessing an enormous 
amount of kinetic energy are being handled when 
ever the fork truck is in operation. This forces 
must always be carefully controlled if operating 
and maintenance costs are to be kept at a minimum 

The attainment of this objective can be aided by 
observing certain rules which, when tailored to 
your Individual requirements, will guide the powered 
fork truck operator to more economical and safer 


material handling operations. These general rules 
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Extra high stacking is accomplished safely and easily when the fork truck is in posi- 
tion. However, don't try navigating at high speeds with full loads at high lift. 


may be classified as (a) Proper Use of Equipment; 
b) Proper Loading of Equipment; (¢) Proper 


Movement of Loads; and (d) General Safety Pre- 


cautions 


Proper Use of Equipment 


Phe primary rule in proper use of equipment is 
to permit only qualified operators to drive the fork 
truck. Whenever the truck is left idle, the key 
should be removed from the cutout switch. This 


vill render the truck inoperative and prevent un 


authorized use 


Reverse vear should not be used as a substitute 
for brakes, 
strains upon the drive assembly. If the brakes are 


because this action imposes severe 


faulty, this condition should be reported to the 
intenance department and the necessary repairs 


effected immediately 
Proper Loading of Equipment 
It should be the truck operator’s responsibility 


that each unit-load be securely piled before attempt- 


ing to move the load. When this is ascertained. 














then the operator should drive the truck under 
the pallet as far as possible to avoid spilling the 
load. At the same time, the truck forks should be 
located centrally under the pallet, because off-center 
loads reduce the stability of the truck and also 
exert unnecessary strain on parts of the lifting 
mechanism. 

Equal in importance to the location of the load, 
is the amount of the load. The operator should be 
aware of the maximum safe-loading capacity of 
his unit and take care not to exceed this established 
safe limit. When carrying loads at or near this 
maximum limit, or when loads are being trans- 
ported at high-lift on telescopic trucks, extreme 
care should be taken in maneuvering the fork truck. 
Only first or second speed should be used and the 
floor should be smooth and level. 

When loading into highway trucks or trailers, 
be sure that the receiving unit brakes are set and 
wheels are locked. If the springs are weak, the 
body should be supported with jacks or braces. 
Also, inspect all car, truck and trailer floors care- 
fully before entering with a lift truck. The operator 
should be certain that the floors are strong enough 
to support the combined weight of the fork truck 
and the load. 


Proper Movement of Loads 


When starting to move the electric fork truck with 
a load, all speeds should be used. The controller 
handle should not be thrown into top speed imme- 
diately. When stopping, however, the controller 
should be quickly returned to neutral to avoid dan- 
gerous arcing. The truck should not be driven in 
an unsafe condition. Any mechanical or electrical 
deficiency should be reported to the proper au- 
thority immediately. 

Care must be taken to prevent the loaded truck 
from passing over chips, oil, materials in process 
or other obstructions. Dirty floors should be re- 
ported to those responsible. Aisles should be marked 
with contrasting stripes and kept clear at all times. 
Care should be taken to prevent bumping into 
objects. This is especially so when backing or turn- 
ing the loaded truck. During travel, any tracks 
encountered should be crossed on a diagonal and 
the operator should keep a firm grip on the steering 
control. At the same time, when approaching ele- 
vators, travelling near pits or down inclines, the 
truck speed should always be reduced. 

When approaching or passing noisy machines, 
extra operator care is called for to avoid distrac- 
tion. The horn or warning signal with which the 
unit is equipped should be used only when required 
but the operator should be certain that his warning 
was sensed. 

The operator should travel with the load as close 
to the ground as possible to insure stability over 


rough roads and also while making turns. When 








carrying loads at high-lift on telescopic fork truck 
models, it is necessary to watch the overhead ob- 
structions and be certain that sufficient clearance 
is available. 


General Safety Precautions 


Operator safety is most often dictated by com- 
mon sense. Some of the more common violations 
are cited here to accentuate the seeming unim- 
portance of conditions which may result in acci- 
dents. When the truck loading is such as to obstruct 
the operator’s view, the truck should be operated in 
reverse. 

The operator should never attempt to drive a 
truck with wet or greasy hands. Also, no riders 
should ever be permitted on a unit. The operator 
should take care to keep all parts of his body inside 
the confines of the truck and at the same time, 
should never attempt to maneuver too close to 
pedestrians or other trucks. 


Squirt Opens New Markets 


For the past twelve months there has continued 
to be high interest in the Squirt Company fran- 
chises. Among the numerous new territories opened 
by Squirt bottlers, who were franchised in 1952, 
are: 

Louis Borokoff and Vincent Abate, Brooklyn, 
New York; John L. Cannon, Dodge City, Kansas; 
Grant H. Calder and J. Hamilton Calder, Glenwood 
Springs, Colorado; W. J. Brown and Delia Brown, 
Cuba, Missouri; Edward Asselin, Thorp, Wiscon- 
Reiderscheit, 


sin; Leonard F. Mairs-and Cyril J. 


Garnavillo, Towa; Alfred A. Riedmann, Omaha, 
Nebraska; Oscar J. Weiss, Lois R. Gray, and 
Howard Weiss, Quincy, Illinois; Mrs. John Nagel, 
Sr. and John Nagel, Jr., Boise, Idaho; L. M. Flem- 
ing and S. Smith, Escanaba, Michigan; David M. 
Cramblit and Donald H. McLeod, Ottumwa, Iowa; 
N. S. Gardner and W. W. 
Texas; Allen R. Murray, Orange, California; Norris 
Gesas and Catherine E. Nelson, Idaho Falls, Idaho; 
Wallace E. Johnson and Robert W. Johnson, Mar 


shalltown, Iowa. 


Zimmerman, El! Paso, 


Following considerable testing and development 
during the past twelve months, a complete special 
Squirt quart lc sale promotion program is now 
being made available to Squirt bottlers. 

One of the most important features of the Squirt 
lc sale is its appeal to new accounts, and the fact 
that it is an ideal mixer promotion when used in 
grocery, liquor, and delicatessen stores. 

Of considerable value in merchandising the lc 
sale promotion is additional Squirt promotion ma- 
terial, including ““‘Whiskey Bottle Collars,” “Squirt 
Tells You Why” Folders, and various types of mixer 


advertising. 


QUICK, IT’S FALLING! 


That's quite a stack of car- 
tons Squirt, the famous lit- 
tle Squirt character is jug- 
gling in his arms: seven 
cartons, to be exact! Stand- 
ing 5’ 3” from floor to cap 
of the topmost bottle of 
Squirt, the new display is 
the type that is an eye- 
catcher wherever spotted 
in store or window. Eye- 
catcher and, sales maker, 
that is; particularly good for 
spurring pick-up sales and 
impulse buying. Produced 
in full color by Einson- 
Freeman, Long Island City. 
N. Y. for The Squirt Com- 


pany. 





This promotion is reported to be particularly 
welcome at this time of the year because of excel- 
lent seasonal interest in mixer business and because 
of the opportunity of moving Squirt quarts on a 
volume basis. 
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Nationally advertised and distributed Clicquot Club bev- 
erages are now being packaged in these full-quart and 
12-0z. One-Way bottles by both the parent company's 
home plant at Millis, Massachusetts, and by many of its 
franchise bottlers throughout the country. One-Way bottle 
line includes, in addition to the well-known Clicquot Club 
Ginger Ale and Sparkling Water, a complete assortment 
of 19 other flavors bottled by the company. Introduction 
of the non-returnable bottles in various cities has been 
accompanied by extensive newspaper advertising and 
point-of-sale promotion. Promotion in the Boston area 
where Clicquot Club beverages were first introduced 71 
years ago has been notable for large newspaper advertise- 
ments of Jordan Marsh Company, S. S. Pierce Company 
and other widely-known Boston stores offering free deliv- 
ery on quart case orders anywhere in the regular delivery 
area. Both quart and 12-0z. One-Way bottles are manu- 
factured by the Owens-Illinois Glass Company, Toledo. 
Ohio. 












National Bottlers’ Gazette 





















OMAHA COCA-COLA BOTTLING COMPANY 


y SOW EIE SOr STmred 







GOMAIIA TT, NEUMASKA 


Omaha Coca-Cola 
Bottling Co. reports: 


ae 25 West 25th Place 


...water treating control Chicago 16, Illinois 
1s semple on the JBAS Gentlemen: Attention: S. H. Walker 


We are happy to answer your letter. Our new plant was 
bs 28 ; <i opened in July 1949 with new and modern machinery through- 
in spite of diffi ult out. The INFILCO JBAS-1500 water treating plant followed 
by International Disk Filters, was placed in operation 
73 at that time. 
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raw water conditions...’ 





Since our water supply is highly variable in alkalinity 
and organic material and subject to sudden and unpredict- 
able wide changes in these qualities, we now realize the 
real benefits we are deriving from our INFILCO JBAS treat- 
ing plant. Mr. Ellery Recob, our Production Superinten- 
dent, insists that water treating control is simple on the 
JLAL in spite of difficult raw water conditions as ex- 


pl ained above, 











































Compared to our old plant, which we had to follow closely, 
the JBAS is a source of real satisfaction. The Coca-Cola 
Traveling Laboratory technically verifies our daily log 
sheets several times annually proving the results. Our 
water treating equipment has always scored 100%. 





























The newly designed B-1 6-bottle carry home carton re- 
cently introduced by the B-1 Beverage Company and now 
available to all B-1 franchised bottlers. This attractive new 
carton is made up in very bright and striking colors of 
B-1 red, white and blue. The ends of the carton brings out 
the fact that the new carton is Moisture Resistant and can 
be placed in the refrigerator for cooling. The new carton 
is manufactured by Morris Paper Mills, Chicago. 


Yours very truly, 


OMAHA COCA-COLA BOTTLING COMPANY 
Mpribeh 
° 


M. L. Gothard, Manager 








Otto Schnering 


Otto Schnering, 61, founder and president of the 





Curtiss Candy Co., died suddenly of a heart attack 
Jan. 10, at his home at Cary, McHenry County, III 


In addition to being president and chairman ot 





the board of directors of the Curtiss Candy Co., 


Mr. Schnering was president and board chairman 


... complete 

water treatment 
in a new 
economy package! 


of Bireley’s Beverages of Chicago as well as of the 
Equipment Finance Corporation, an affiliate of the 


candy company. 








Uniform taste and flavor are bie benefits in themselves. 


But JBAS pays other dividends to this successful 


YOURS FOR THE ASKING 
JIBAS BULLETIN No, 1823-€ 


Use quick action coupon. 





Omaha bottler. This compact. complete water treating plant 
















saved space and reduced installation costs... simplified 

operation... eliminated wash water waste... protects against 
contamination in washing ...and offers daily chemical ANP MEE IES.) OS hace” wee Eo ae ; 
economies. Find out how you — like hundreds of other bottlers INFILCO INC. 
can benefit from JBAS water treatment. P.O. Box 5033, Tucson, Arizona 
Please send JBAS Bulletin No. 1823-4 ! 
| 
! i 
DISTRIBUTORS ELECT... : NAME 
Officers of the New York Pepsi-Cola Distributors Assn.., ‘ cs 1 \ 
Inc., were chosen Jan. 8 at the annual meeting. Seated, INFILCO wen son, Arizona COMPANY ' 
left to right—Al Sommers, treasurer; Sid Glichenhouse, 7 
president; Ruby Pastor, vice-president; James Romano, Plants in Chicaco &¢z Joliet oe ADDRESS i 
treasurer. Standing—Louis Modica: Lawrence DeCarluc- _ altel, Mlinors , i 
cio; Jack Levine; Jack Shapiro; Joe Amisano; Carl Rosloff: FIELD ENGINEERING OFFICES CITY STATE ' 

Ben Swerdlow, all members of the Executive Board. IN 26 PRINCIPAL CITIES ! 
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methods. The moderator of the meeting was Harry 


e a & % & * & 
Joint Louisia na—Mississippi M. England, Gulf Bottlers, New Orleans, La. Panel 


members were Mr. Streun, Cub Beverages, Shreve- 


e port, La.; Mr. Boehmer, Zetner 7-Up Co., Baton 
Convention Well Attended touge, La.; Mr. Kinsey, Pepsi Cola Bottling Co., 
Tupelo, Miss.; Mr. Allums, Nehi Bottling Co., Ellis- 
Meeting in joint session at Biloxi, Miss., on Feb. ~ president of Seven-Up Co., St. Louis, Mo. Other ville. Miss.: Mr. Johnson Coca-Cola Bottling Co.. 
1, 2 and 3, the Louisiana Bottlers Association and speakers were L. M. Taylor, vice-president of Miss- Jackson, Miss.: Mr. Beidenharn, Coca-Cola Bottling 
the Mississippi Bottlers Association staged their issippi Power and Light Co., and Dr. S. Harris, Co., Shreveport. 
best annual meeting in many years and presented Sirmingham, Ala. Both associations held separate election meetings. 
a fine program of speechés and panel discussions A feature of the program was a panel session in The Louisiana association chose to re-elect all 
Chief among the trade leaders to address the con- which route salesmen’s incentives programs were officers. They were O. A. Boehmer, president, 7-Up 
vention were E. Robt. Anderson, Rochester, New fully discussed, with bottlers from the floor and on Zottling Co., Baton Rouge; H. M. England, Gulf 
York, president of A.B.C.B. and Ben Wells, vice- the platform detailing their experiences and Sottlers, Inc., New Orleans; vice-president ; and Joe 
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FASTER 
COOLING 


Handles All Standard 


“ea Bottles— 
A 2 4 6 oz. through 12 oz.. 
VARIETEE coin venver 


Wik STRATIFIED, CONTROLLED COLD AIR 





Step up sales with the Arias Varteree Dry Electric 
Coin Vendor. Gives your customers their choice of seven 
flavors serves drinks that are really cold! Extra refriger- 
ation capacity and the Atlas engineered airflow cool 
drinks faster—-get them down to the temperature folks 
like. Vending rack holds 105 average size bottles——pre- 
cool compartment, 60 to 65. Rust-proofed construction 
throughout and built for years of efficient, economical 
service. Cabinet finished in) DuPont Hi-bake Enamel. 
with a wide variety of colors available. Send the coupon 
below now and get all the facts about this best vendor 


value of the year! 


, simple delivery 
COIN MECHANISMS: National Rejectors 3 ' I c ry 
: steps. ustomer 
Electrically or Manually Operated delivery I 4 

; ; moves selection from 
mechanisms available in several combina f 

any one o seven 

tions of changers, both electrical and manual, y 
including odd penny sales units. Changers 
and vendor mechanisms included in Na 
tional’s nation-wide service program 


vending channels, 
along end cross-chan- 
nel to release gate, 
which has been freed 
by operation of coin 


~——ATLAS METAL WORKS~ mechanism, and out 


| P. O. Box 5208 DALLAS, TEXAS at _—— delivery 
por 


Please send complete specifications and informa 
tion about the ATLAS VARIETEE Coin Vendor —~ 


nn 


NAME 








\ 
FIRM 
\ 
\ 
) 


ADDRESS 
\ CITY 
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Robertson, Coca-Cola Bottling Co., Homer, secretary. 
Mississippi bottlers elected T. F. Flowers, Dr. 
Pepper Bottling Co., Greenwood, president; Hollis 



















Kinsey, Pepsi-Cola Bottling Co., Tupelo, vice-presi- 
dent and E. King, Columbus, secretary. 


can you quality 
for 
this valuable 





LOUISIANA OFFICERS 


Officers of the Louisiana Bottlers Association were re- 
elected for the ensuing year. They are, left to right: Art 
Boehmer, 7-Up, Baton Rouge, president; Harry M. England, 
Gulf Bottlers, New Orleans, vice-president; and Joe 
Robertson, Coca-Cola, Homer, secretary-treasurer. 


SU ™ ‘ 
2 franchise? 














The whole nation has gone 





é Pats 
weight conscious! Even men by 






the millions are counting calo- 






. ‘ — ‘ 
ries, watching calories! Quick to see 





the terrific new market this surge cre- 






ates, Cott, the quality leader of the bev- 





erage industry, has developed a complete 





line of non-fattening, sugar-free beverages 






as delicious as the regular line. Already 






in less than a year — they are racking up new 






sales records in the New England and New York 
markets! 
Not intended to compete with regular sugar bever- 







ages, they offer an alert bottler a once-in-a-business- 


MISSISSIPPI OFFICERS 


Officers of the Mississippi Bottlers Association, elected at 
the closing session. are, left to right: T. F. Flowers, Green- 
wood: Dr. Pepper, president; Hollis Kinsey, Tupelo, Pepsi- 
Cola, vice-president; Ed King, Columbus, secretary; and 
George Hazzard, Coca-Cola, Columbus, retiring president. 








lifetime chance to add a terrific extra profit-maker. 








A limited number of franchises to bottle 
Cott Sugar-Free Beverages are available. 
If you are interested, write, on your 
letterhead, a letter outlining your present 
products, annual volume, territory covered, 
etc. All inquiries will receive prompt 
attention. Write to Barney Cott — Direc - 
tor of Sales, Franchise Dept., Cott 
Beverage Corp., Box 1901, New Haven, 
Conn. 



















SUGAR-FREE NON-FATTENING 


DIETETIC BEVERAGES 


DELICIOUS FLAVORS 









George T. Meyer, left, of George T. Meyer Manufacturing 
Co., Milwaukee, was the convention guest of Robert 
Gandy, Coca-Cola Bottling Co., McComb, Miss., during 
the Mississippi-Louisiana Convention. 
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The Escanaba Story... 


The record of a big change in a small town. 





MEN WITH A CONVICTION 


Sold on the idea that $1.40 was the right price for their products, these three bottlers raised their price, made it 
stick and proved it out. Meet E. C. Rublein, Hires Bottling Co.; Nick Bink, Coca-Cola Bottling Co.; L. M. Fleming, 


Fleming-Smith Bottling Co. 


TF we story goes back in time just a little while, 
because it deals with the profound change which 
took place in the bottled soft drink industry con 
cerning prices——-both wholesale and retail. It is a 


story that has been duplicated in theme in hun 


dreds of communities across the land, both large 


and small. And while this story has a beginning, 
it has no ending—at least not yet. 

Our story takes place in Escanaba, Mich., a com 
munity of 18,000 people, and four bottling plants. 
Its main character is a price 


splits. 


$1.40 for a case ot 


From the general scale of ninety-five or ninety- 
six cents prior to December 30, 1950, the bottlers 
of the Escanaba area went to $1.40 wholesale per 
case for small bottles and $1.60 wholesale per 
case for large bottles, prior to the price “freeze”. 

When asked why this radical price change was 
made, one of the bottlers replied, “Due to greatly 
increased advertising rates, higher cost of living, 
better pay for routemen, it Was necessary for 
the bottlers as a group to increase the wholesale 
price. We could not continue to operate under the 


existing conditions.” 





The territory serviced by the three Escanaba 
bottlers has an approximate population of 40,000 
people. This includes Delta and Schoclcraft counties 
in the upper peninsula of Michigan. This was the 
only territory involved in the price change. 

Between March 27, 1950 and December 30, 1950 
the bottlers of Escanaba, Michigan, operated on 
the 95c scale and with the increasing cost of sup- 
plies and labor, operated continuously in the red. 

“Prior to December 30, after absorbing a lot of 
the work ourselves and reducing overhead as much 
as possible by working extra hours, most bottlers 
closed their books in the red for the first time, or 
very close to it. This necessitated immediate ac- 
tion,” said N. Bink (Coca-Cola). 

Employees could not be blamed for dropping 
their jobs with bottlers to accept employment with 
other companies able to pay a standard living wage. 
Salesmen were averaging on the vearly wage scale 
about fifty to fifty-five dollars per week where route- 
men on bread trucks were averaging from sixts 
to seventy dollars on the same basic scale. 

It was decided that something must be done 
immediately to forestall this condition. It was in- 
evitable that the 
yo up. The price of the carton, which was 36c, was 


price per case and carton must 


raised to 45c. Deposit rates were not changed, stay- 
ing at the regular 50c¢ and $1.00 level. Taverns in 
the area had long been getting ten cents per bottle 
for soft drinks. The dealers, with few exceptions, 
were enthusiastic about the new price as it would 
also benefit them with more profit per case than 
they had been receiving. 

The effect on sales throughout the area was over- 
all, about a thirty per cent drop in volume at first. 
Six months later it was still at that point and then 
began to regain the lost ground. Today, the decrease 
is about 18°. 

In some instances it was found that the “take 
home trade” switched to a larger bottle. But even 
with the thirty per cent drop, the bottlers were 
again operating in the black and dealers were better 
off package-wise, percentage-wise and profit-wise. 

The bottlers in Escanaba include Coca-Cola Bot- 
tling Company of Delta County, Pepsi-Cola Bot- 
tling Company, Hires Bottling Company and Can- 
ady Dry Bottling Company. Bottlers having either 
warehouses or jobbers or servicing the area include 
7-Up, Cliquot Club, Nehi, and Kist. Each company 
has co-operated to the fullest extent in making this 
new price change beneficial by strictly adhering 
to the $1.40 price. 


The companies’ reasons for the $1.40 price was 





(Continued on Page 25) 
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KEEPING PACE WITH PROGRESS 
IN MODERN FOOD MANUFACTURING 













Just as modern methods have standardized food 


processing and packaging, precise manufacturing-control has 






standardized the quality of National Certified Food Colors. 






National has completely integrated production of certified 






food colors from basic raw materials to intermediates 





to finished colors... with precise control of chemical 





and physical properties at every step in the complicated 






manufacturing operations. No higher quality can be 






consistently maintained. 






When you specify “National” you are assured of uniform 









pure-dye strength, brightness of shade and solubility 






assured of uniformly appetizing color in finished goods, 






regardless of season or climate. 











CERTIFIED COLOR DIVISION 


NATIONAL ANILINE DIVISION 


ALLIED CHEMICAL &@ DYE CORPORATION 










40 RECTOR STREET, NEW YORK 6, WN. Y. 















Boston Philadelphia Chicago Charlotte 
San Francisco Portiand, Ore Toronto 
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12 Important Themes 
For Consumer Publicity 


The consumer publicity program 
during 1952-53 by the 
American Bottlers of 
Beverages has made new strides in 
presenting the favorable aspects of 
soft drinks through the daily press. 
Not 
printed 
stories appeared under the 
by-lines of food page editors, 
use of soft drinks 


conducted 
Carbonated 


hundreds’ of 
publicity 
valuable 


have 
illustrated 


only 
and 


rec- 
ommending the 








in the home, but many of these also 
pointed out the following themes, 
which were a part of the year’s 
program: 

1) Carbonated soft drinks offer 
the extra food-energy that 
growing children need, in an 
easily assimilated form. 

2) A carbonated beverage, be- 
tween meals, is actually good 
for children. 

3) Soft drinks can be part of a 
nutritionally sound meal. 


4) ’Teeners are nutritionally cor- 


Makers pg GOOD FLAVORS” 
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rect in choosing soft drinks 
with between-meal snacks to 
help restore sugar level need 
for mental and muscular effi- 
ciency. 


5) Bottled soft drinks have many 
uses as economical “flavor 
lifters” in recipes. 


6) Soft drinks can help increase 
milk consumption. 


7) They aid digestion of other 


foods. 
8) Because of their “carbona- 
tion,” they are more cooling 


in hot weather. 


9) They 
chers, 
foods 


are good thirst-quen- 
and help make other 
taste better. 


A pure source of drinking 
water—used by official relief 


10) 


agencies. 


Soft drinks have virtually no 
effect on mouth condition, 
which some theories try to 
link to dental decay. 


11) 


Soft drinks are popular as well 
as suitable for children and 
grown-ups alike. 


12) 


Geo. H. Gasteyer 


Dr. George H. Gasteyer, noted 
beverage flavor chemist, died sud- 
denly Dec. 15th, 1952 at his home 
in Patterson, N. J. He was chief 
chemist for Beverage Flavors at 
their Hawthorne, N. J. plant. 

Dr. Gasteyer was a recognized 
authority on bottling plant opera- 
tion and syrup manufacturing, hav- 
ing over 25 years experience in the 
business. He was an expert on labo- 
ratory control work, water analysis, 
beverage testing and the compound- 
ing of flavors and extracts. 

For many years he was employed 
by Canada Dry Ginger Ale Co. He 
was Chief Chemist at Cott Bever- 
age Co. for five years, and also had 
a previous association with Lime 


Cola Co., of Montgomery, Ala. 
He is survived by his wife, the 


former Abigail Louise Plunkitt. 
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to establish a living wage for their employees and 


also to get a reasonable return on their investment. 


The average wage now paid by the bottlers to their 


employees averages on the yearly wage scale, from 
S70 to $75 per week. Sales often increase when a 
company finds a competent man, well liked and con- 
genial, and they now can hold this man with this 
higher wage. Paid holidays and sick time are in- 
cluded as benefits. 

Canada Dry Bottling Company transferred from 
Marinette, Wisconsin to Escanaba in the fall of 
1951 and began bottling operations in the spring 
of this vear. 

Advertising has, of course, played a major part 
in the new program in that there has been more 
money to finance a wider use of media. About 25°, 
more money is spent now than prior to December 
30, 1950. Previous to the price-hike the standard 
forms such as billboard and newspaper advertising 
and metal signs in each dealers place of business 
was used. Now, occasional radio time is contracted 
for and in one instance a new method of advertis- 
ing in this section of the country, that of space 
ads on the back of all Escanaba taxicabs, is used 

The Escanaba Taxi Company has attached metal 
sign holders on the back of each operating cab and 
advertising is contracted for on a yearly basis 
through a Chicago advertising agency. The Coca- 
Cola Bottling Company shares space with a brew- 
ing company and each company uses the space every 


other week. Payment for this form of advertising 


at a ae a tt re PDO 


HERE ARE THE FACTS 
On Your Local Market 


SUGAR, 10 Th 48 (1.09 
FRESH GROUND BEEF, 16 4% 59 
LEG O' LAMB, tb vv 74 
PEANUTS, 16 ’ 09% 29 
92 SCORE BUTTER, tb 32 72 
POTATOES, pk 16 39 
CHASE & SANBORN COFFEE, 16.21 85 
BEST ARROW SHIRTS 200 450 
SUNBEAM COFFEE MASTER 16.00 37.50 
SPRY, 16 7 38 
FANCY BANANAS, 1B .... ‘ 07% 20 
SOFT DRINKS ° 05 ? 


(The Above Prices Were Token From Advertisements In Recent Newspaper leeves ) 


Compare the Above Prices with Present-Day Prices 


THE ONLY ITEMS ON THE LIST STILL SELLING FOR THE SAME PRICE ARE SOFT DRINKS, 
5¢ PER BOTTLE, THAT IS THEY WERE UNTIL TODAY. 


How Can We Do It? 


THE ANSWER—WE CAN NO LONGER SELL SOFT ORINKS AT Se PER BOTTLE and MAINTAIN 
A QUALITY PRODUCT. THE PRICE of SOFT DRINKS SHOULD HAVE BEEN 6¢ and Te AS FAR 
BACK AS 5 YEARS AGO, SHOULD HAVE BEEN 1!0c AS FAR BACK AS | YEAR AGO 


ee as Oe ee _uoe_ON 


( SO— AT LONG LAST — THE PRICE OF SOFT DRINKS HAS GONE THE WAY OF THE Se / 
CIGAR. THE BOTTLERS, TOO, MUST HAVE MORE TO SURVIVE 


| Soft Drink Bottlers and Distributors 
| Of This Area 
) Have Been Forced To Go Up In Price 


—J 


ee 


a eS 





ee ae 


The price rise was explained to the consumer with this 
1ewspaper advertisement, one-half page size. It told its 
story simply and with facts and figures. 
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Less than a penny 


gives uniform high 


quality for ten cases 


of your beverage 


ery yy 












3-1ONE PRECIPITATOR 


Even though safe to drink, your city 
water supply can be completely un- 
suitable for a quality beverage. Public 
health standards allow city drinking 
water to have: 0 times the suspended 
matter, 4 times the color, and over 3 
times the alkalinity of water that ful- 
fills requirements for bottling. 


This dirt and color cause’ rings and 
sediment. Excessive alkalinity destroys 
flavors, wrecks tang... causes loss of 
sparkle. Since water makes up 88% of 
every beverage, a consistently good bev- 
erage can come only from consistently 
good water. 


Permutit Water Conditioning Equip- 
ment delivers perfect beverage water. 
It’s engineered and constructed to meet 
the special needs of bottlers. 


Precipitator — removes impurities, 
turbidity and color in one operation. . . 
while adjusting alkalinity. 


ACTIVATED 
CARBON 
PURIFIER 


*\ 





NEUTRALITE 
FILTER 





Neutralite Filter—delivers a pol- 
ished, crystal clear water which is just 


on the alkaline side. 


Carbo-Dur™ Purifier—removes final 
chlorine and phenol traces that cause 
had taste and odor. New, activated 
Permutit Carbo-Dur lasts longer. Users 
report it gives up to 10 times as much 
chlorine-free water as other carbons. 


Free Bulletin- 
“Good Water For Good Beverages” 


For your copy, or further informa- 
tion, write to THE PERMUTIT COMPANY, 
Dept. NB-3, 330 West 42nd Street, New 
York 36, N. Y., or Permutit Company 
of Canada, Ltd., 6975 Jeanne Mance 
Street, Montreal. 






Water Conditioning Headquarters J For Over 40 Years 


PERMUTIT’ 


eet eet elec aal ~~ ~aal asa. 
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WHY 
STRUGGLE FOR 


‘me to" 
BUSINESS? 





Last year more 

people drank Grapette 
than all other 
grape-flavored beverages 
combined ... This year 
many Grapette plants 
(particularly those 

using the new bottle) 
report fantastic increases 
over the same period 


last year. 


THE GRAPETTE COMPANY, INC CAMDEN. ARKANSAS 





is on a monthly basis and keeps the company name 
and product continuously before the public. 

Bottlers of the Upper Peninsula held a meeting 
between Christmas and New Years, 1950, at Iron 
Mountain, Michigan, to decide what must be done. 
Some bottlers suggested $1.10 and others suggested 
$1.20 but could give no basic reason for arriving 
at this figure. Bottlers of the Escanaba area had, 
however, given considerable thought to this prob- 
lem. It was felt that any further price increase 
(after operating at 95c per case for nine months) 
would, by dealer’s action, put soft drinks in the 
ten cent bracket and thereby incur a loss of volume 
of approximately thirty per cent. With this loss of 
volume anticipated, anything under $1.40 would 
not solve their problem. 

By selling at $1.40, even with the expected thirty 
per cent drop in volume of business, they felt that 
good men could be held by paying salaries in line 
with competitive businesses, and the campanies 
could give the dealer a better margin of profit and 
could operate in the black again and keep abreast 
of the current cost of living. Some agreed, others 
said it couldn’t be done. As no over-all agreement 
could be reached, it was agreed to recess the meet- 
ing and let the bottlers operating in their own areas 
get together and work out their own price situ- 
ations. 

Bottlers and distributors and bottlers operating 
warehouses in the Escanaba area met and, after a 
thorough discussion, agreed on the price of $1.40 
on small and $1.60 on large with no quantity con- 
cessions or free deals thrown in. 

Every company co-operated to the fullest. The 
public was informed by each individual bottling 
company via newspaper ads, that due to increased 
cost of material and labor, in order to keep their 
high standard of quality, the wholesale price of 
carbonated beverages was being increased. The 
dealer must pay more for the product, therefore 
the consuming public must pay more. It was also 
stated that as soon as economic conditions per- 
mitted, the old prices would go back into effect. 

Elsewhere in the Upper Peninsula the price was 
set at $1.10. In most cases bottlers who went to 
$1.10 experienced practically the same loss in volume 
as the $1.40 bottlers. The dealers raised the price 
to ten cents, proving that the bottlers in the Esca- 
naba area were pretty accurate in their predictions. 

At the October convention held at Iron Mountain 
in 1951, at which most of the Upper Peninsula’s 
twenty-six bottling companies were represented, 
most companies admitted they wished they’d gone 


to $1.40 when they had the opportunity to do so. 


What will happen now that price control is off 
is the continuation of our story. The next chapter 


is now being written. 


National Bottlers’ Gazette 


3 to at Alle Clee CU CU nt hn iS 


nt ca ae ee 


a a a ae 












Poetry Corner 


by JOVIAL JIM 








A PROPER PRICE ...IS NICE 


y 

, Eighty a case 

e At one time 

“ Left a profit 

Quarter or dime 

A little more 

A Or little less 

After this thing 

Called expense. 

y But eighty cents 

Just stayed put 
As costs went 

; Up and up. 

1 That’s not right 

Bottler knows 

yes 


Ugly to e 


Smells to 


nose 


We all know 
What is wrong 


Price too 


low 


Is our song 


Over and 
Wail and 


over 


moan 


But we gripe 


To our own 


If we wil 
To public 
We'll find 


] 
talk 
them 


Intelligent folk 
They have sense 


And know well 


Profitless 


business 


Goes to hell 


May I suggest 
This story tell 


If bottler 


business 


Goes to hell 


It will join 


With the 


devil 


For other business 
Make much trouble 


So Mr. Bottler 


As you labor 


Tell your 


Tell your 


Sellers of 
Sellers of 


Sellers of 





Sellers of 
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friends 
neighbor 
cork 

vas 
Suyar 


glass 


Tell your mayor 

Your tax assessor 
And don’t forget 
Dear tax collector 


Tell your governor 
and your congressman 


Those you sell 


Those bought from 


As you talk 

Go into action 
Seek cooperation 
Of every faction 
Stick to job 
Until it’s done 
Don’t take defeat 
Lying down 


Soft drinks are 
Here to stay 
Inflation’s toll 
Can’t take away 
People’s thirst 
And their demand 
For good drinks 
With flavor grand 


So let everyone 
Get in and pitch 
Let all throw 
And all catch 
Be sure all 

Go to bat 

Play the game 


On every base 


Battles are won 
By willing men 
Who exercise hope 
And carry on 

Who hit hard 
Supported by faith 
Give their best 
Trust to fate 


Some may growl 
Some may kick 
But in the end 
All will accept 
What is necessary 
What is right 

In our industry 

A higher price 


PRODUCTION COSTS OF 





DIETETIC BEVERAGES CUT 15¢ 
PER SYRUP GALLON BY USE OF 
EXCHANGE CITRUS PECTIN! 


Newly discovered use of citrus pectin permits minimum caloric 
count—increases health value—maintains true flavor! 


Of major importance to al! bottlers of dietetic 
beverages is the recent discovery that the use of 
Exchange Citrus Pectin offers several big advan- 
tages over other non-sugar, body-imparting mate- 
rials. All of these advantages have been thoroughly 
tested, with results so striking that some plants 
are already in production with pectin. 


1. Economy—Cost of pectin averages only 13¢ per 
gallon of syrup—less than half the cost of other 
body-imparting ingredients. In addition, the use of 
Exchange Citrus Pectin often enables bottlers to 
reduce the quantities of their non-sugar sweeten- 
ing materials at an additional saving of up to 3¢ a 
gallon of finished product ! 


2. Lowered Caloric Value— Pectin caloric value 
is at the extreme minimum—only 1% calories per 


12-ounce bottle of finished beverage or about 1/25 
that of other comparable body-producing agents! 


Sunkist Growers 


PRODUCTS DEPARTMENT 
616 E. GROVE ST. *« ONTARIO, CALIFORNIA 


Division Offices 
400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N.Y 
318 Cadiz Street, Dallas 2, Texas 


3. True Flavor—Pectin will not absorb or change 
the flavor of beverages. It enables production of 
sparkling clear beverages of true flavor and appe- 
tite appeal. 


4. Extra Health Value—There is much scientific 
evidence to show that citrus pectin has extra health 
value as an aid to food assimilation and the control 
of many harmful bacteria in the digestive system. 
Pectin is also salt-free. 


For full details on the amazing new advantages 
offered by Exchange Citrus Pectin in dietetic bev- 
erages, see your Sunkist technical representative. 
He will be glad to arrange a test for you. 


Attention Dietetic Bottlers: or marimum qual- 
ity and extra health benefits, use Exchange Cali- 
fornia Lemon Juice in place of citric acid in cloudy, 
fruit-type beverages, as lemon juice is an especially 


good source of vitamin C and minerals which are 


important in special diets. 
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PURE WATER! 


The major constituent of soft drinks is 
easily prepared for use with the 
proper filtration equipment. These 
questions and answers cover the 
most common problems. 


Bisic in every bottler’s operations is his attention 
to the purity of his water. The quality of his wate) 
enters not only into the questions of the excellence 
of his finished beverage, but into the effectiveness 
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These pictures show softeners such as would be used in bottling plants for treating the water going to the 
soaker. At left is a small size unit, while at the right a larger unit which is similar to that which would be 
required for a plant using an appreciable amount of water in their soaker. The unit shown in the right photograph 
is completely automatic, requiring only that salt be placed in the salt storage tank on the right. The softener will 
automaticaly regenerate itself when its capacity has been reached. as indicated by the setting on the meter 
at the left side of the so‘tener tank. 
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These pictures show a typical filter and purifier. The basic structure of the two units is identical, with only the 
fill in each unit being different. In this particular case both units have a baked plastic lining. It is desirable, but 
not always necessary to have this lining in a filter. However, it i» extremely important that the purifier have such 
a lining to prevent corrosion of the shell, since corrosive action will occur where the carbon touches the shell 
surface. These units also are designed to allow steam sterilization. This is the most desirable method of sterilizing 
this type of unit, which makes a unit of this design much more valuable to the bottler than one which must be 


sterilized chemically. 





of bottle washing, cost of bottling, upkeep and main- 
tenance of various units of the line and other fac- 
tors. The bottler’s most common questions with 
regard to water are answered in the review which 
follows, which was prepared with the help of the 
Service Department of the Permutit Company. 


Q. Lately I have been having a few bottles 
in each case spoil. What treatment should I give 


my water to prevent this? 


A. When spoilage is caused by water it will be 
found that every bottle in a case will spoil. Where 
only a few bottles in each case spoil, the spoilage 
can usually be traced to something else such as 
dirty bottles, crowns, etc. When something such as 
this occurs it would be wise to trace and eliminate 
as many avenues of infection as possible so that 
the cause of the trouble can be more easily found. 
It may be, when it is found that dirty bottles are 
the cause of spoilage, that the addition of a wet- 
ting agent to the soaker solution may be all that 
is required. Likewise in other cases the remedy may 


be equally simple. 


QY. Do you think that it is necessary to use 
the same treatment for the water in the soaker 


as is used for the bottling water? 


A. The bottling water is treated to reduce alka 
linity, remove turbidity, and sterilize the wate 


In the reduction of alkalinity the hardness is also 
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reduced to a relatively low value. However, for best 
results in the soaker the hardness should be re- 
moved completely. It is not necessary to have a 


crystal clear water in the soaker, and the caustic 


itself plus the heat will serve to sterilize the water 


sufficiently for that purpose. It therefore is waste- 
ful except in certain specific instances to give the 
water the treatment necessary for a beverage when 
it is to be used only in the soaker. A much more 


economical treatment would be the installation of 


a zeolite water softener for the soaker. Those few 


specific instances where the complete treatment 


would be desirable would be where the water is 
quite turbid and may be polluted, and may have 
such a high hardness that lime softening before 
the zeolite softener would be more economical than 
vetting a zeolite softener to handle the total hard 
ness of the raw water. However, if such a problem 
arises, it would be well to consult one of the re- 
putable manufacturers of water treating equipment 
who can be relied upon to recommend the best treat 
ments to be used. 

YQ. How often should my filter and purifier 
be washed? 

A. The purifier should be washed daily. It is 
normally recommended that treated water be used 
to prevent contamination of the carbon. In this was 
the washing will also help to sterilize the under- 
drain and supporting bed. The filter should be 
washed as soon as the headloss has increased by 
about 5 Ib., or not less often than once a week 
Probably the best method of determining the op 
timum wash time is by the length of time it takes 
for the water to clear. It should take about 7 to 
&% minutes before the water comes almost clear dur 
ing the backwash. If it takes longer than this the 
filter should be washed more often, and if it takes 
less time than this, unless the time between wash 
ings is close to 1 week, the time may be extended 

. I have been getting a white flaky ma- 
terial forming in some of my beverages, par- 
ticularly club soda. What can 1 do about this? 

A. The white flaky material may be either o1 
ganic or inorganic. If it is inorganic it is quite 
possible that there is alumina in the water entering 
the bottles which precipitates out on standing. If 
the water treating system in the bottling plant is 
using alum this is the most probable source of the 
alumina. On the other hand, it is possible that some 
alumina may be entering with a city water supply 
due to the city treatment. It would be wise to check 
with the City Water Department on this. 

If the flaky material is organic in nature the 
usual procedure for sterilization should be followed 
on all the bottling lines, the water supply system, 
the syrup tanks, etc. If there is an adequate wate1 
treating system in use and a chlorine residual of 


the filter effluent is being maintained at the proper 





(Continued on Page 63) 
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It’s ready NOW! 





Yale’s new 


type truck you've waited for... 


more efficient—far safer—thanks 


to new improved YALE design. 


ELECTRIC POWER —anicl powel to spare There il 
most no warehouse job that cant be done more 
efficiently and at lower cost with one man and 
the remarkable, trouble-free Yate Warehouser, 


SHORTER LENGTH AND ROUNDED REAR END allows 
right-angle tiering in aisles 6 wide or less...doub 
ling, tipling your present storage facilities with 


out a cent of costly construction or remodeling 


LIGHTER WEIGHT— The Yate Warehouses Is perfect 
for use over low-load capacity Hlooring...in ele 
vators and on ramps...any place in older Libire 


inforced buildings. 


SAFER SCIENTIFIC DESIGN plac es controls in center 
of truck for driven protection... provides a single 
hydraulic litting cylinder for far better visibility 

gives never-failing “Dead Man” control that 
applies brakes and shuts off power the instant 
operator leaves truck, 


Yes, the Yate Warehouser is the practical, 
money-Ssauing answer to your mode rnization 
program. If you are considering new construc 
tion or the remodeling of your present storage 
facilities, consult with Yau learn how thi 
new, improved truck can he Ip you get more use 


from every square unit of storage space 


YALE 


MATERIALS HANDLING EQUIPMENT 


“Registered trade mark 


Gas and Electric Industrial Trucks @© Worksavers ¢ Hand Trucks ¢ Hand and Electric Hoists © Pul-Lif: 


Warehous 


Here’s the narrow aisle straddle- 


: aia | DAY 
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manufacturing soap” z 15, Pa. 
Ave., bbeee 
aldeman / le 
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FITTING PALLETS 








TO THE TRUCK ... 






































Coordinating wheelbases, load 


= 


A man,a machine and a pallet combine to 
effectiveness of manpower. 


ot Nal 
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limits 


and pallet sizes for best results. 


ot 


4 


; 1 i | } 
‘iy 


i. 


james Yo Gita: 
Tet lL boee 
* nee “— 





multiply the 









“7 we most decided change that has taken place in 
years in the soft drink industry is a trend toward 
pallet loading and palletized operations in the plant. 
This method has been adopted by many leading 
bottlers and is being given consideration by practi- 
cally all soft drink manufacturers. 

The principal advantages are: 

a. Reduction in labor costs. 

b. Increase in storage capacity within the plant. 
Reduction in bottle breakage. 


d. Longer case life. 

The entire movement of empty and full cases 
within the plant is palletized. Lift trucks or fork 
trucks carry the empty cases from the unloading 
docks to the bottle washers, from the bottling 
machinery to storage. Loading operations and un- 
loading operations of empty cases require = only 
approximately fifteen per cent as much time and 
labor as other methods. Fork lift trucks and pgllets 
permit high stacking of cases in the plant, conserves 


floor space and saves manpower. 


Pallet Sizes 
The three size pallets most generally used are: 


36” x 36” (S23) 
36” x 48” (3x4 ) 
36” x 60” (3x5) 


These are shown in the following illustrations: 
36” x 36” pallet 


Fa ~s 
vad ~ P 
- = 24 cases per pallet 

r . 
ne or Loaded 5 cases high; 
~ Pa 


-\~ Loaded 4 cases high; 
| 
| 
| 
~ 
| 


30 cases per pallet 


~~ 
. 
| 
| 
Loaded 6 cases high; 


_—— — 


36 cases per pallet 
Loaded 7 cases high; 
42 cases per pallet 
36” x 48” pallet 


~ 1 cases high; 
32 cases per pallet 
cases high; 
10 cases per pallet 


~ 


6 cases high; 
48 cases per pallet 
7 cases high; 


56 cases per pallet 





Pr ot bee 
il | a 
i, 
| Si | i. on” or 
~ J L7| 36” x 60” pallet 
' 

| ; 

| | 4 cases high; 

) | 40 cases per pallet 
_ 


5 cases high; 
50 cases per pallet 
6 cases high; 





60 cases per pallet 
Due to the fact that practically all trucks—regard- 
less of make—are practically standardized on the 
CA dimensions (60”, 72”, 84”, 102” and 120”), the 
36” x 36” pallet best fits standard truck chassis. 
With 102” CA, two 36” x 36” pallets can be placed 
ahead of the wheelhouse, one over the wheelhouse, 
and one behind the wheelhouse on each side. (Fig. 4.) 
With the 129” wheelbase, such as the White models 


3014 and 3015 and 12714” 


wheelbase, as in the 
White 3016, the load combinations would be as 
shown below. The particular model selected is de- 
pendent upon the number of cases carried and weight 
per case. 

A. Pallets, 5 cases high, 4 over wheelhouse: 

6 pallets, 30 cases each... 180 cases 

2 pallets, 24 cases each.... 18 cases 

228 cases 
86647 
10944#% 
118564 


Payload, 6 oz. bottles, 38# per case 
Payload, 10 oz. bottles, 48# per case 
Payload, 12 oz. bottles, 524 per case 
These are approximate case weights; actual case 
weights should be carefully checked by the bottler. 
B. Pallets, 6 cases high, 5 over the wheelhouse: 
6 pallets, 36 cases each...... 216 cases 
2 pallets, 30 cases each. 60 cases 
276 cases 
LO488# 
13248# 


14352# 


Payload, 6 oz. bottles, 38# per case 
Payload, 10 oz. bottles, 48# per case 
Payload, 12 oz. bottles, 524 per case 


C. Pallets, 7 cases high, 6 over wheelhouse: 
959 


406 CASES 


6 pallets, 42 cases each 


72 cases 


2 pallets, 36 cases each.... 


324 cases 


Payload, 6 0z. bottles, 38# per case 123124 


KKr OH 


15552 
168484 


Payload, 10 oz. bottles, 48# per case 


Payload, 12 oz. bottles, 52% per case 
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Low Unloading Height 

With pallet operation, low unloading height be- 
comes increasingly important. The pallet necessi- 
tates about a six-inch spacing for the forks of the 
lift trucks which means that the load is raised 
approximately that amount and cases are generally 
loaded higher than in deck-type bodies. 

With the White 3016LB, pallets are loaded the 
same as described above—that is, two pallets ahead 
of the wheelhouse, one over the wheelhouse, and one 
behind the wheelhouse (one each side) with this 
difference: 

a. Due to the greater height of the wheelhouse, 
the pallets over the wheelhouse are generally two 
cases less in height than the other pallets. If pallets 
seven cases high are used, the pallets over the 
wheelhouse would be five cases high. 

b. The wheelbase is 147” with a 120” CA instead 
of the 129” on the 3015 and 127!” on the 3016. 
This is due to the fact that with the drop in the 
frame directly behind the cab, 18” additional CA is 
required for the two pallets but this 18” additional 
CA is utilized by an empty case compartment 





directly behind the cab. This empty case compart- ; 
’ . , . aay eet Fe Fig. 4—White Model 3015 with 102” CA dimension with two 36” x 36” pallets forward. 
ment is an advantageous feature for it facilitates 





and saves time in unloading and delivery on the 
route. The empties from the first stops are loaded 
in this compartment. 

Method of loading the White 3016LB is as fol- 





! ' 
Bi ime , a : f i \ 
lows (Fig. 5): a I \ ‘ 
. j i — ee 7 1) 4 " 
A. Pallets 5 cases high, 3 over wheelhouse : ) 
. ‘ } 1 
6 pallets, 30 cases each 180 cases | fl | ie 
i qt i ‘ tt 
2 pallets, 18 cases each ob Cases 7 
if] 
i ot Hd 
if } 
216 i 44 
£10 CaSe@S \J 
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B. Pallets 6 cases high, 4 over wheelhouse: | i | . 
p i . \ 
6 pallets, 36 cases each...... 216 Cases . } j | 
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2 pallets, 24 cases each... : 1% cases C\ i i] ‘ + i 
COCA GOLA BOTTLER'S BODY 
ON 
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Fig. 6—White Model 3015 with 111” wheelbase showing 


compartment for empties over wheelhouse. Fig. 5—Showing dimensions of White Low Bed model 3016. 
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C. Pallets 7 cases high, 5 over wheelhouse: 
6 pallets, 42 cases each 252 cases 


2 pallets, 30 cases each 60 cases 


312 cases 
This last example of 312 cases is based on a pay- 
load of 11,856 Ibs. (312 times 38 Ibs.). The 38 Ibs. 
is the approximate weight of cases of six oz. bottles 
and is the recommended payload for this model. 
Carbonated beverages are bottled in various size 
bottles with variation in case weights. The recom- 
mended case capacity for the 3016LB with various 
size cases are as follows: 
Cases Approximate 
Weighing Case Capacity 
38 Ibs. 312 
42 lbs. 282 
48 lbs 247 
50 Ibs. 237 
52 Ibs. 228 
This will serve as a guide in determining the 
proper case capacity for the various bottled 


beverages. 


Pallet Loading With 84” CA 


With an 84” CA dimension and 111” wheelbase 
on the White 3014, 3015, and 3014LB, one pallet 
would be ahead of the wheelhouse, one over the 
wheelhouse, and one behind the wheelhouse on 
each side. 

A. Pallets 5 cases high, 4 over the wheelhouse: 

1 pallets, 30 cases each. . 120 cases 


2 pallets, 24 cases each 1% cases 


168 cases 
B. Pallets 6 cases high, 5 over the wheelhouse: 
4 pallets, 36 cases each : 144 cases 


2 pallets, 30 cases each... ; 60 cases 


204 cases 
C. Pallets 7 cases high, 6 over the wheelhouse: 
1 pallets, 42 cases each... 72 cases 


2 pallets, 36 cases each..... 168 cases 


240 cases 
With the White 3014 and 3015 (Fig. 6), the space 
behind the cab to the wheelhouse is greater than 
needed for one pallet. The usual set up is to use this 
additional space as a compartment for empties or 
extend the wheelhouse forward and use an empty 
compartment over the wheelhouse. 
With the White 3014LB and the 111” wheelbase 
(Fig. 7), the cases carried would be as follows: 
A. Pallets 5 cases high, 3 over wheelhouse: 


4 pallets, 30 cases each 120 cases 


2 pallets, 18 cases each 36 cases 


156 cases 
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B. Pallets, 6 cases high, 4 over wheelhouse : 
4 pallets, 36 cases each........... 144 cases 
2 pallets, 24 cases each........... 48 cases 












192 cases 


5 over wheelhouse: 









Pallets 7 cases high, 
4 pallets, 42 cases each........... 168 cases 


2 pallets, 30 cases each........... 60 cases 












228 cases 






A payload of 8,664 Ibs. is obtained from 228 cases 
t 38 Ibs. per case. For cases of other sizes, proper 
payload capacity should be figured accordingly. 


36” x 48” Pallets 


The 36” x 48” pallets do not fit in as well with 


. » standard Cé imensions. Where is size pallet 

00, own , o REALLY LOW The new Cem 6-28 js the filler that a lot of apne geo penance ee ma 

o..¢ Ss sed, 4 “ Is DeSL adaptable. e pate 

4, NG earning en wanteng Sup. 3 operates at speeds _ ) h : " f i whee thou e, on en r the whee nen ae 

ig . * te aneuc oO e nee se, e ¢ ry ’ @ se, 
~~. of We 6 RE MAK/ usually find in larger and more expensive machines. 




























~ * and one behind the wheelhouse.) With the pallet 
\ MONEY. Cem 6-28 turns out 12 ounce bottles at 160 BpM over the wheelhouse, the wheelhouse is extended 
aca 25°90 and 6 ounce bottles at 180 Bpm and up, when operated forward and, in order to clear it in the rear, a sign 
be with water and syrup at the proper temperature. compartment or a compartment for empties is placed 
| And it will give big production on the entire over the wheelhouse. 
AN ve A. range of bottle sizes from 6 ounce to 32 ounce. A. Pallets, 4 cases high, 3 over wheelhouse : 
{ , -, | 4 pallets, 82 cases each. . 128 cases 
| WAN Like all Cem Fillers, the 6-28 has the features that make 2 pallets, 24 cases each. .. 48 cases 
| £7, \/e : life easier for bottlers . . . help them bottle at lower 
f yA cost per case. It’s easy to change over on sizes 176 cases 
\ and flavors. Produces a fine finished product. Reduces B. Pallets, 5 cases high, 4 over wheelhouse: 
labor costs to a minimum. Prevents waste and loss. 4 pallets, 40 cases each......... 160 cases 
Gives years and years of trouble-free performance. 2 pallets, 32 cases each. . 64 cases 
Get all the facts about the Cem 6-28 from your Cem Representative now 224 cases 
so you'll be all set when summer rolls around. ©. Pellets, 6 cases Mak. B over Wiedieenn! 
4 pallets, 48 cases each. . . 192 cases 
2 pallets, 40 cases each, . 80 cases 






272 cases 






ID). Pallets, 7 cases high, 6 over wheelhouse: 





Super Cem 50 A big, rugged filler that fills the need of 





' ' ied 1 pallets, 56 cases each 224 cases 
the Jarge bottling plant for big production of a high quality ‘ 
here ep pdipiedadtees oe ee 2 pallets, 48 cases each 96 Cases 










drink. Turns out 6 ounce bottles at 320 BPM. Write 









for complete information. Available for immediate delivery. 





320 case 


ws 











Cem 4-20 Designed and 


built for the bottler of modest 







size. This Cem Filler operates at 





speeds you would expect from a 






larger machine and also gives all 






the well known Cem advantages. 





Fig. 7—White Low Bed Mode! 3014 with one pallet and 
empty compartment ahead of wheelhouse. 
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Every bottler wants to build his business on a firm 
foundation —to make sure that his investments in plant 
and equipment pay consistent dividends in sales and 
profits. The Mission franchise meets every requirement 


of loday and tomorrow. 


Permanence Mission Orange has continuousls 


been advertised and sold on a nation-wide scale for over 
thirty years. During this period many other franchised 


drinks have come and gone. 


. ‘ 
Quality The distinctive quality of Misston Orange 


and other Mission beverages is maintained by the equip: 
ment and processes developed and used exclusively in the 


large Mission plant at Los Angeles. 


Si li ") 
Imp icity MUSSION’S spec ial mold a.c.l. bottle 


is used interchangeably for Misston Orange and a complete 
line of popular flavors. This means minimum investment in 


bottles and cases simplified operation inthe bottling plant 


Demand Large investments in national advertising 


and merchandising over a long period of years have mac 
Mission Orange an “American Buying Habit’... building 


a ready-made market for Mission bottlers. 


a 
Service Fresh stocks of Misston bases and extracts 


are warchoused in strategically located points throughout 
the country assuring fast and economical shipping service. 
Qualified Mission representatives in all territories are avail- 


able to assist Mission franchised bottlers. 


- ® 
‘ge Profits The Mission franchise plan for bottlers 


provides every clement of permanence and progress. That's 
why the Mission franchise is an asset of increasing value— 


that’s why bottlers make money with MItssion. 


MISSION DRY CORPORATION 
Mailing Address: Verminal Annex, P.O. Box 2477, Los Angeles 54. 
General Offices and Plant: 5001 South Soto St., Los Angeles, Calif. 
Divisional Sales Offices: 105 Hudson Street, New York 13; 
510 North Dearborn Street, Chicago 10 
Canadian Distributor: Mission Orange Canadian, Ltd., 
159 Bay Street, Toronto 1, Ontario, 








, 








36” x 60” Pallets 


With the 36” x 60” pallets, an approximate 120” 


CA is 


required to give a property distributed load 


with one pallet ahead and one behind the wheel- 


house and one over the wheelhouse. The wheelhouse 


would 


be extended forward to give space for the 


60” pallet. 


A. Pallets, 4 cases high, 3 over wheelhouse: 
1 pallets, 40 cases each.......... 160 cases 
2 pallets, 30 cases each.......... 60 cases 
220 cases 

B. Pallets, 5 cases high, 4 over wheelhouse: 
1 pallets, 50 cases each , 200 cases 
Z pallets, 10 cases each SU cases 


280 cases 


C. Pallets, 6 cases high, 5 over wheelhouse: 


1 pallets, 60 Cases each 240 cases 


9) 


The 


pallets, 50 cases each LOO cases 


340 cases 


36° x 60" pallets are often used in transport 


operations -hauling between plant and distributing 


warehouse. In transport operation, low unloading 


height is not a factor as fork trucks are used at both 


the loading and unloading end. 


























Fig. 8—Model 3022 White, loaded this way is ideal for 


warehousing and transport services. 





In the photograph shown (Fig. &), the transport 


truck carries six 36” x 60” pallets and two 36” x 36 


pallets for a total of 360 cases. In this type opera- 


tion, two size pallets are used—-36” x 60” primarils 


for the transport operation; and the 36" x 36 


for route delivery. 


Pallet Spacing 


The usual spacing for pallets between the dividing 


partitions are as follows: 


The 


36” x 36” pallets 39” to 40 
36” x 48” pallets 51” to 52 
36° x 60" pallets 63" to 64 


dividing partitions are usually 'o” or 2 
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Dr. Pepper Launches 
Million Dollar Ad Campaign 


‘Tm Dr. Pepper Company (Dallas, Texas) is 
launching its 1953 advertising campaign, with its 
heaviest post war budget, the company announced 
during January. 


More than one million dollars is budgeted for 
the campaign, bulk of which will go to newspapers, 
according to A. H. Caperton, Dr. Pepper advertis 
ing manager. The year will also see the companys 
in the most aggressive merchandising campaign 
in its history. In addition to newspapers, use of 
magazines, radio and television is planned. The com 
pany has retained Harshe-Rotman, Inc., Chicago, 
to conduct an extensive public relations and product 


promotion Campaign. 


Built around the theme, “Instead of Drinking 
the Same Old Thing, Wake Up Your Taste With 
Dr. Pepper,” the company’s 1953 advertising is 
aimed directly at the customers who use other soft 


drinks or rival beverages such as coffee and tea 


The opening line of copy in the initial ad reads: 
“Do you really want the drink you order so often 


. or do you just order from habit?” 


Ruthrauff & Ryan, Inc., Dr. Pepper’s agency 
which prepared the campaign, calls it the first truls 
competitive advertising program in the history ot 
the soft drink industry. Heretofore, Dr. Pepper 
and other soft drink manufacturers have. relied 
almost completely on brand name and individual 
ized appeal approaches, seldom, if ever, using an) 
comparative copy, much less making a direct bid 


to competitors’ customers. 


To present its new approach, Dr Pepper is in 
creasing the sizes of its newspaper advertisements 
and using more color than ever before. Its schedule 
includes 1000-line two-color and black-and-white 
insertions and half- and full-page four-color comics 
Approximately 400 daily newspapers are now listed 
for up to 12 insertions each for 1953. 


Magazine-wise, the company is stepping up Its 
1953 activities, increasing the size and frequency) 
of its magazine insertions. It has schedules in three 
grocery-store circulated women’s publications 
“Family Circle,” “Woman’s Day” and “Evers 
Woman’s” magazine and in ‘Progressive 


Farme l 7 


For radio, the theme will be featured in one basi 
spot opening ol P20) seconds, which Can stand alone 
or be tagged to provide a variety of one-minute 


announcements. A humorous, but powerful approach 
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LIBERTY. 












Mill & %6% 





Wow! \\il ZZ 


FLAME = POLISH: 





APY AHN \\\\\WW 


BOTTLES 





Yes, when you buy Liberty FLAME-POLISH 
Bottles, you get top salesmen. . . they are 


adle GLASS CONTAINEp stronger, they work longer, they look bet- 
wh 


SINCE 1918 ter. This means added profit! 
Now Available In EMERALD GREEN, GEORGIA GREEN and FLINT 


SAPULPA, «Company 
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and 

This Carrier is 
Tough Enough to 
Stay That Way! 
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Gaylord’s patented solid fibre board has been specially 
developed to meet your beverage carrier requirements 
for toughness, moisture-resistance and good looks. 











Solid Fibre 
Beverage Carriers 


Handle and Bottom BUILD CARRY-HOME SALES 


in One Piece 


Ty 


Ce AND SAVE YOU MONEY 


For a lift in your home consumption sales, choose the 
easy-to-lift carrier that stays neat and eye-inviting ... 


even after many round trips. 


To increase your carry-home sales, contact the nearby 
Gaylord Sales Office listed in the classified section 
of your phone book. 


© Corrugated and Solid Fibre Boxes 


bottom and center handle © Kraft Paper and Specialties 
construction that makes ® Kraft Bags and Sacks 
assembly easy. ® Folding Cartons 


GAYLORD CONTAINER CORPORATION 
General Offices: SAINT LOUIS + Sales Offices Coast-to-Coast 


Gaylord's single-piece 





is used as a Senator Claghorn-type voice thunders 
the opening, “Wake up... I say, Wake up, etc.” 


For television, there will be a variety of animated 


presentations of the theme. 


All schedules and plans are keyed to Dr. Pepper’s 
rapidly expanding distribution picture, which now 
includes approximately 400 bottlers in 36. states. 
Each bottler will be provided with newspaper mats, 
publicity helps, radio and television spots, point-of- 
sale pieces and similar materials for the building 
of local advertising and promotional programs on 
the new “Wake Up” theme. 


Bottler Wins Watch for New Name 

Jack Gelb of Calman’s Beverages, Philadelphia, 
Pa., is the lucky winner of Polak & Schwarz’s “You 
Name It” contest held at the A.B.C.B. Convention 
at Atlantic City in November. 


An impartial panel of judges (M. J. Becker, 
Editor of National Bottlers’ Gazette; Dan Burns, 
Editor of Bottling Industry and Bradford McFad- 
den, Publisher of American Bottler) chose the 
name he submitted, ‘‘New-Tange,” as the most 
appropriate for P&S’s latest beverage specialty. 
P&S has presented Mr. Gelb with the $250 gold 
wrist watch which was the prize for the contest. 


All those who attended the convention will re- 
member the big rush P&S was given by those inter- 
ested in tasting this tangerine flavor. The product 
will now be put on the market under the “New- 
Tange” title. It is an entirely natural flavor of 


2-oz. strength. 








At the 1952 Food Exposition in the Commonwealth Armory, 
Boston, under the sponsorship of the Massachusetts Asso- 
ciation Retail Grocers, the Hires Booth patronage was 
indicative of New England's liking for Hires. Over 6,000 
drinks were sold—this was a very high percentage com- 
pared with cther soft drinks. even though in some in- 
stances sampling was done gratis. 

Contributing to the success of the Hires attractive booth 
were—shown left to right—W. E. Sencabaugh, Sales 
Supervisor; Mrs. Sencabaugh, Demonstrator: G. C. Mac- 
Namara, Hires Manager: and R. L. Fitzgerald, Plant 
Superintendent. 
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SERTIFIED FOOD 
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GEM-LIKE BRILLIANCE... 
| CRYSTALLINE PURITY 





The Red Seal Line Is Complete 
And Of The Myghest Quality 











WARNER-JENKINSON MANUFACTURING CO. 


Manufacturers of Certified Food Colors, Vanillas, Extracts, Flavors 





ESTABLISHED 1905 2526 BALDWIN ST. * ST. LOUIS 6, MO. 




























Make this test - - - 
What's Your 


Com the Ides of March — comes also Federal 


income tax time. Do you know your Federal taxes 

What they can do to you——what vou can do to them? 
Try this three-minute tax quiz. (Editor’s note: 
three minutes if you’re an expert.) It is based on 
material furnished by the American Institute of 
Accountants, the national professional society of 


certified public accountants. 
Answers are on page 40, 


I. Your son worked for you in the business 
last summer, and you paid him a total of 
S591. He also won S10 in an advertising 
slogan contest. You can— 

a. Take a full $600 dependency exemption for him 

b. Take a half exemption 


Take no exemption. 


ly 
; 


While on vacation with your wife last sum- 
mer, you entertained several men you do 
business with. Is this— 

a. Deductible as a business expense? 

b. Not deductible, since you were vacationing? 

¢. Deductible only if you and your wife file a 


) 


joint return ? 


3. You made a non-business loan of $2,000 
to a friend last March, and he promptly 
disappeared, leaving absolutely no trace. 
You can probably— 

a. Deduct the full amount as a bad debt on your 
1952 return. 

b. Deduct only half of it. 

c. Take no deduction at all 


ft. You earned more than $3,600 in’ your 
business. The social security tax is— 

a. Not levied on vour own income. 

b. $81, paid with your income tax return. 

c. $54, paid to the Social Security Board. 


. $54, paid with your income tax return 
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Tax ‘|. Q.’? 


Which of the following contributions is not 


wl 
e 


deductible ? 


a. Your local Community Chest. 
b. The American Legion. 

c¢. A political party. 

d. The YMCA. 


6. You failed to take all your allowable deduc- 
tions on your 1950 return. You can— 


a. No longer file a claim for a refund. 
b. File a refund claim as late as 1954 
¢. Stop worrying, since you will get a refund 


automatically. 


7. Your wife works for you in your business. 
She— 

a. Is required to pay social security 

b. Is not subject to social security 

( Can choose whether she does or does not want 


social security coverage, 


In December, you spent $1,000 for built-in 


aa 
we 


hookshelves and wall-to-wall carpeting for 


vour office, on which your lease has three 


vears to run, You can— 
a. Deduct the $1,000 on your 1952 return. 
bh. Amortize the cost over the next three years 
c¢. Depreciate it over the life of the furnishings. 


9, There are a few leaks in the shingle roof of 
vour office building, so you construct a new 
tile roof. Taxwise, the cost is— 

a. Deductible as a repair. 

b. Deductible in the current year as an Improve 
ment. 

c. Depreciable—a portion deductible each year of 


its useful life. 


10. In determining your taxable income, which 
of the following taxes you pay is nol 


allowed as a deduction? 


a. Real estate tax 
b. State income tax 
c. State inheritance tax 


d. Motor vehicle license fee 





TREEN 
QUALITY 
LASTS. 

LONGER 







TREEN BOX 


FOUR COMPARTMENT 
“CARRY-HOME’’ CASE 






















National bottlers and local 
distributors prefer Treen COT- 
TONWOOD beverage cases— 
the lightest weight hardwood. 
They're strong, durable, and 
fine in appearance! And be- 
cause Treen quality lasts 
longer, they're the most eco- 
nomical cases to use. 















Illustrated from top to bottom: 






4 compartment carry home 
case; 






24 bottle, slotted partition 
beverage case; 

#8-'A pt. bottle delivery 
case; 














12 bottle beverage case. 


We will manufacture any 
type, style or size of bever- 
age case to meet your speci- 
fications. Write or phone 
JEfferson 5-4490 for prices. 


TREEN BOX COMPANY 


TIOGA ano MEMPHIS STS., PHILADELPHIA 34 
‘Aces in Cases’’ FOR OVER 50 YEARS 


os 
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Pay load 


Just ask the kids! They'll tell you why they go for 
the rich goodness and flavor of NuGrape Soda. 
Thirsty youngsters and grown-ups have made 
NuGrape’s take-home market a big one for 


NuGrape bottlers everywhere. 


Because of this popularity, bigger pay loads of 
NuGrape Soda... by the case and the carton... 


are moving into super-markets and groceries daily. 


Why don’t you investigate NuGrape today! 
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Your Tax “I. Q.” 


(Answers to quiz on page 39. ) 


1. c. Your son’s prize here would be considered tax- 
able income. That raises his total income to $601, 
and he cannot qualify as a dependent if he has 
income of $600 or more. 


2. a. The amounts spent should be deductible as 
business expenses, if you kept a careful record 
which lists them in detail, and shows clearly that 
the entertainment was with a predominating busi- 
ness motive and not merely reciprocal, or incident 
to the vacaticn. 


3. b. A non-business bad debt is a capital loss. And 

you can take only $1,000 a year in capital losses 

unless you can apply them against capital gains. 

You are allowed to carry over unused losses for 
five years; better get expert advice. 

1. b. Assuming your income is classified as self- 
employment income (see tax instructions) and is 
not from engaging in an exempt profession, a tax 
of 214° on the first $3,600 is due with your 
income tax return—so you owe $81. 

5. ¢. You cannot deduct contributions to an organi- 
zation which spends a substantial part of its time 
on lobbying or political propaganda. 

6. b. In this case, you can file a claim for refund 
within three years from the date your return 
was due. 


7. b. If your wife works for you, you are not sup- 


~ 


posed to pay social security taxes on her salary, 


nor is she supposed to make her contributions. 


8. b. On leased property, you normally spread the 


cost of improvements over the life of the lease. 

9. c. The roof is an improvement, not deductible 
currently like ordinary repairs. Its cost 1s deduc- 
tible as depreciation spread over its estimated 
useful life. 

10. c. Inheritance taxes are not deductible. The 


others listed are deductible. 








Fowler 


Dependable Equipment 
THAT QUICKLY PAYS FOR ITSELF 


The low initial cos+ of Fowler bottling equipment plus long years 
of dependable service add up to savings that are more than 
equal to the purchase price of these appliances. 


@ Case Painting Machine @ Cooler Paint Remover 
@ Case Printing Machine @ Crown Hopper Control 
@ Case Rebanding Machine @ Syrup Pump 

@ Crown Cleaning Machine @ Empty Gas Drum Signal 


@ Bung Puller 
Write Today for Full Information on These Appliances 


BOTTLERS APPLIANCE CO., INC. 


675 Pulaski Street ATHENS, GEORGIA 
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Park...Beach Market Big, 
Hires Survey Discloses 


The nation’s parks, pools and beaches offer a 
truly big market for bottled soft drinks, a recent 
field survey by the Charles E. Hires Company’s 
National Sales Organization discloses. The chief 
survey findings, recently made public by J. F. 
Gorski, Jr., Hires vice-president in charge of sales, 
in an address at the National Parks, Pools and 


Beach Convention, are as follows: 


I. The total number ot parks, pools and beaches 
in the U. S. is 750. Nearly all have some feed 


ing facilities. 


2. 50, are concession operated. 50°, are owner 


operated. 
3. Estimated annual attendance is well over 200 


million. 


1. Estimated annual expenditures for food and 
drink is over one-half billion dollars. 


5. Soft drink volume alone amounts to over 110 
million dollars or 21c¢ out of every dollar spent 


at parks, pools and beaches. 


6. The percentage of food and drink revenue to 
total revenue varies radically from park to park 


and section to section. 


Gross profit from soft drinks alone averages 


about 68¢,. Costs are usually 20°, for material, 


12°; for labor. 


%. Gross profit from food alone averages about 


38¢,. Costs are usually 50°, for material, 


12°, for labor. 


9. Profitable, carefully controlled food and drink 


operations should gross about 487. 


10. Operators who feature nationally advertised, 
well establisned brand names of a high quality 
sell more and receive a higher return on then 
investment. Good food at reasonable prices dis 
courages customers from bringing their own 
food to parks 


11. The return per dollar invested in food and drink 
equipment is much higher than that invested in 
Also the 


in food and drink equipment is 


amusement equipment Investment 
invariabls 


much less 


12. Potentially, and in many cases, food and drink 


services provide the bigyre st profit source 


13. The survey discloses that food and drink gross 


to the total VYrOss varied trom 20 to 50 
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TOUGH FLOORS 
FOR TOUGH CONDITIONS | 


TEMPER 











These dense, slip-resistant oo 
heavy duty floors show no noticeable ie _) - 


wear and involve practically no upkeep costs, Ba; 
even under abrasive traffic and shock. — , 
Such concrete floors are constructed with Ferem, 
the “Blue Temper” component in the 

floor topping (replacing sand, stone and silica). For heavy duty 
floors, loading platforms, etc., in newly constructed 
buildings, or when replacing damaged concrete areas. Ferem is resistant 
to corrosive solutions and 

the wet floor conditions of many industries. 


USED BY 


Breweries 
Beverage Plants 
Distilleries 
Dairies 

Packing Houses 
Canning Plants 
Chemical Plants 
Industrial Plants 
Municipal Plants 
Paper Mills 
Railroads 





Petelinz Dairy, Newburgh, N. Y. 





Pacific Screw Products Corp., Los Angeles 


A. C. HORN COMPANY, INC., i) NB-53 
Long Island City 1, N. Y. 
1 Please send me [] complete data on 4 t 
FEREM FLOORS 
est. 1897 , COD ( free copy of your —_— 
\ 2 106-page Construction 
' Data Handbook 
A ( C0 | ! NAME TITLE 
A. WNC. | 
— {FIRM NAME 
Manufacturers of materials for building maintenance and construction 1 
LONG ISLAND CITY 1, N.Y. © Los Angeles - San Francisco-Houston | *79***° 
Chicago Toronto SUBSIDIARY OF SUN CHEMICAL CORPORATION {city STATE 











BOTTLERS 


Right Down The Line . .. STANDARDIZE 
on STANDARD-KNAPP Equipment 


Higher productivity is your goal 
and that is the end result achieved 
with Standard-Knapp automatic 
packaging equipment. You do not 
buy an S-K machine—you actu- 
ally buy increased income. 


By standardizing on Standard- 
Knapp equipment, you buy this 
additional income right down the 
line — you get more containers 
processed in less time, at less cost, 
with less trouble, in less space. And 
these savings are made where you 
need them most — in your packag- 
ing operations, the most costly 
phase of your production line man- 
power expense. 


For bottle lines, Standard-Knapp 
provides Unloaders, Soaker Feed 
Tables, Convergers, Unscramblers, 
Labelers, Rinsers, Packers, Case 
Feeders, Wooden Case Cleaners. 





LABELERS for every requirement: spot, 
wrap-around, neck, foiling. Label application 
is smooth, uniform and secure. 


FOR THE COMPLETE 
$-K STORY 





Write for catalogs describing machines 
for your industry to Dept. N, Standard- 
Knapp, Division of Emhart Mfg. Co., 
Portland, Conn, 
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WOODEN CASE CLEANER air cleans 30 


cases per minute with or without carriers. 


Lengthens case life. 


STANDARD - KNAPP KNOW- HOW 
ADDED PLUS 


Our engineering knowledge covers 
all phases of your packaging 
operations. We can help you in 
planning machine layout and in- 
tegration. Our localized engineer- 
ing, sales and service offices mean 
quick assistance on routine and 
emergency problems Our con- 
tinued development work keeps us 
in step with industry needs as 
they dictate higher speeds, more 
economy and improved quality 


control. 





PACKERS for loading filled bottles into 
cases automatically. Available in a range of 
sizes for your line speeds, with. automatic 
and semi-automatic case feeds. 


BENEFITS OF STANDARDIZATION 
AT A GLANCE 


@® HIGHER PRODUCTIVITY is as- 
sured with down-the-line use of Stand- 
ard-Knapp equipment. Your line op- 
erates as a high speed unit, uniformly 
built to keep you moving at rated ca- 
pacity. 

@ SIMPLIFIED MAINTENANCE is a 
basic feature of every S-K machine. 
This advantage is coupled with sturdi- 
ness of design, easy parts replacement, 
and precision construction. Maintenance 
schedules are simpler to follow. Down- 
time is reduced. 


@ GREATER FLEXIBILITY is an- 
other benefit as every S-K machine is 
designed for quick changeover to the 
different package sizes within its ca- 
pacity. And this flexibility applies right 
down the line when your line is Stand- 
ard-Knapp. 


STANDARD-KNAPP 


DIVISION OF EMHART MFG. CO. 


PORTLAND, 


SALES, ENGINEERING, 
SERVICE OFFICES 





CONNECTICUT 


Atlanta, Boston, Chicago, Cleveland, Houston, Los Angeles, 
New York City, San Francisco, Seattle, St. Louis 





BOTTLER BECOMES “NEWSBOY” ... 
FOR NEEDY KIDS 





Giving kids a helping hand, Phill A. McDaniel, owner 
of the Seven-Up Bottling Company of Beckley, West 
Virginia, is shown recently selling copies of “The 
Raleigh Register’, a daily newspaper published at 
Beckley. McDaniel sold the papers on the eve of Na- 
tional Kids’ Day, which is co-sponsored annually by 
Kiwanis International and the National Kids’ Day 
Foundation, Inc. Proceeds from the sale of the news- 
paper's special Kiwanis Edition went into a fund for 
youngsters who need financial assistance. McDaniel 
is president of the Beckley Kiwanis Club. 





PEPSI-COLA PRESIDENT ATTENDS 
CHILEAN PRESIDENTIAL 
INAUGURATION 





Alfred N. Steele (third from left), president of Pepsi-Cola 
Company, together with other members of the official 
United States delegation, attended the recent Chilean 
presidential inauguration of General Carlos Ibanez. 
Shown, left to right, as they departed for Chile, are: 
Maj. Gen. Robert Walsh, USAF, Chairman, Inter-Amer- 
ican Defense Beard; W. Tapley Bennett, Jr., Deputy Di- 
rector, Office of South American Affairs; Mr. Steele: 
Walter E. Sauer, Vice President, Export-Import Co.; 
General John E. Hull, Vice Chief of Staff, U. S. Army. 
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Bottlers who keep pulling strings usually have a hard 
time making ends meet. 

A bottler who doesn't believe in giving credit 
deserves alot of it—credit, that is. 


A bottler who keeps both feet on the ground has 
an easy time climbing the ladder of success. 

A bottler who pays his help well always has help 
that pays well. 


A bottler that watches his pennies can almost be 
sure that he'll end up watching dollars. 

Remember newspaper advertising won't bring 
customers into the plant. They will bring people but 


itis up to the bottler to make them customers. 


Not opening your morning mail is like starting the 
day without unlocking the front door. 

A lot of young bottlers know all the answers—but 
it takes an oldtimer in the business to know the 


qive stions. 


The best way for a bottler to have a bright tomorrow 
is to have a busy today. 

Profits are something hottlers use these days to 
help pay part of the taves. 

A lot of bottling plant employes keep looking for 
new positions when they should be looking for new 
dis-positions. 

A fool and his money are soon parted— but at least 
he had some money to start with. So, who's a fool? 

The new deal has passed, we now have the fair deal 
—look out bottlers! Next on the list is the ordeal. 

Beware of a bottler who will argue politics with 
his customers—he might do other foolish things 
too. 

The bottling business is athletic. Lots of bottlers 
who would like to be rolling in money find themselves 
most of the time running out of it. 

The bottler who flirts with his girl clerks doesn't 
dese rve to have a nice wife and usually doesn't. 

One of the best public relations devices ever in- 
vented for a bottler is the ability to laugh at old jokes 
told by old customers. 

There’s one thing about borrowing trouble——you 
never nee d a@ co-signer, 

About the only thing more useless than a dollar bill 
these days is—a two-dollar bill. 

Why all this fuss and bother about inflation? 
Inflation has always heen in the bottling business 
in the heads of some of the bottlers. 

A bottler needs a good wife and a hard-working 
secretary. The lucky bottler finds them both in the 
same woman. 





A wife is an invaluable asset to her husband in 
the bottling business—especially if she stays out of 
the plant! 
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“Him say the Nehi Line is the most 
complete line in the industry” 
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NATIONAL 


WORLD 
LEADERSHIP 


Unchatlenged 


For coin handling perfection the world turns to the quality 









engineering and manufacturing of National Rejectors, 
Inc. Devices by National are operating with incomparable 


efficiency throughout the globe. 


Contributing in an important way to our leadership is the 
high calibre of our qualified engineering staff. These men 
are constantly experimenting . . . constantly searching for 
newer, more efficient coin handling methods. Through 
their continuous probing, we have developed and made 
available coin handling equipment that has set the pace 


for the entire vending machine industry 
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MANUFACTURERS OF 


SLUG REJECTORS 

ELECTRIC COIN CHANGERS 

¢ MANUAL COIN CHANGERS 

¢ MANUAL ACTUATORS 

e INTERCHANGEABLE COIN MECHANISMS 
¢ COIN SWITCHES 

© COIN RETURN RECEPTACLES 

¢ ACCUMULATORS 


Comparison will proue there iA no comparison. 


NATIONAL 


WOODSIDE, LONG ISLAND, N. Y., 39-30 Gist St—Phone: ILlinois 8-6302 
CHICAGO 39, ILLINOIS, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 
ATLANTA, GEORGIA, 685 Peachtree Street, N. E.—Phone: Elgin 4318 
DALLAS, TEXAS, 3202 Knox Street—Phone: JUstin 2291 
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REJECTORS x. 


5100 San Francisco Ave. « St.Louis 15, Mo. 
Phone COlfax 1900 








NAMA Advances Convention Date 





It’ll be a summer session for the National Auto- 
matic Merchandising Assn., which has advanced the 
date of its 1953 Convention and Exhibit to August 
23-26. Show will be held in Chicago at the air-con- 
ditioned Conrad Hilton Hotel, and the speakers’ and 
roundtable programs are being designed to place 
strong emphasis on the “practical aspects” of the 


various phases of vending. 


Saturation Coverage ? 


Charles A. Lawrence, manager of the Nehi Bot- 
tling Co. in Panama City, Fla., voices the opinion 
that this territory has a record number of vendo1 
placements in proportion to its public. Says Mr. 
Lawrence: “I believe there are more boxes per 
capita here in Panama City than any place else in 
the U.S... . The county has about 45,000 popula- 
tion, and there are over 1,000 vending machines 
in operation, mostly at 10 cents.” (In addition to 
Nehi, Coca-Cola, 7-Up, and Barq’s bottlers all have 
coin coolers on location.) Nehi has been using Ideal 
(Bloomington, Ill.) selective equipment to vend its 
line, with some machines sold and others renting 
at 10c per case. Mr. Lawrence reports that his 
multi-flavor vendors “fare about even” in competi- 
tion with single drinkers. He regards schools as 
“good outlets,” but notes that local administrative 


policy has hampered such placements. 
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VENDOR AND COOLER NEWS 


PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 

costs 
SERVICING 


NEW MODELS 


Motorist Outlets On The Upswing 


Though there are about 188,000 gasoline service 
stations which can serve as A-1 soft drink vending 
outlets, bottlers should not overlook the fact that 
this figure represents less than two-thirds of the 
number of automotive establishments catering to 
the motoring public. Ranking high as coin cooler 
stops are some 60,000 car dealer agencies, which 
not only serve as new car showrooms, but generally 
provide the “‘guaranteed service” on a particular 
make. Then there are about 24,000 repair shops, 
Which handle major accident or specialized auto 
repairs; plus another 20,000 parts and accessory 
retail stores, many chain-operated, patronized by 
the driver who wants some extra accessory or who 
makes his own repairs. To this total can also be 
added about 2,600 large garages; 6,000 parking 
lots; and some 800 car laundries, where autos are 


washed. Naturally, not all of these sites are suited 
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of o} & - PRODUCTS CORPORATION 


World’s Largest Manufacturer of Cup Drink Dispensers 





to coin coolers, and 
small-capacity vendor or serve as a warm-weather 
outdoor locale, but a check of these automotive stops 
in your territory will probably turn up some good 


additions to your vending route. 


Donald Duck Takes To Vending 

An aggressive placement campaign for installing 
coin coolers in the Peoria, Ill. territory is under 
the Duck bottler. Selective 
Ideal (Bloomington, Ill.) machines, colorfully dec- 
orated with decals of the Walt Disney comic char- 


way by local Donald 


acter and his three nephews, are vending the full 
line. Pushing the idea of the dime mechanism, a 
price level designed to make the machine readily 
pay for itself and still give the outlet a profit, the 
vendors are being sold outright. Payment is either 
made at the rate of 50 cents per case dispensed, or 
on a monthly installment basis over a three year 
period. In some cases the machine has been sold for 
cash at cost, as the time-payment system naturally 
The Donald Duck bot- 


tler is ayreeing to render all mechanical service free 


includes an interest charge. 


for one year, while for the last two years labor is 
free but charges are made for any new parts that 
are used. If the dealer purchases the unit outright, 
service is given for the one-year warranty period. 


This program is being tailored to meet individual 


location needs, and in some outlets, where it’s not 
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DONALD DUCK DECOR 


In this Peoria, Il]. supermarket, an Ideal vendor, carrying 
decals of the Disney character and his three nephews, 
attracts patronage from youngsters. Drinks vend for 10c. 





feasible for the site to stock the machine, the bottler 
cooperates by having his routeman load the vendor. 
feports from this plant indicate that the Peoria 


public “has accepted the dime price very nicely”. 
Campaign For Selectivity 


In soliciting coin cooler locations by direct mail, 


the bottler has to seek some novel appeal or his bid 


Coolen.. 


WILL INCREASE SALES 
FOR YOU! 





Every day—every month—for over a quarter of a century... 
Py QUIKOLD coolers have increased sales of bottled drinks! Invit- 
ing appearance, easy accessibility, just right cooling for 
a thirst satisfaction offered by QUIKOLD units build steady sales 
va volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 





may wind up in the prospect’s wastebasket. Recently 
the Seven-Up Bottling Co. of Fort Dodge, Ia. 
coupled such a campaign with the presidential elec- 
tion. A letter to potential outlets noted that voters 
were being urged to exercise their “right of free 
choice”, and tied-in the appeal with a pitch for 
multi-flavor vendors with the query: “Do you offer 
your customers and employees the same opportunity 
when offering them a cold drink for on-the-spot 
consumption?” The letter went on to state its case 
that a selective bottle vending machine “is the only 
vendor that the thirsts of EVERY- 
ONE”. Offering a “liberal trade-in allowance” for 
single-drinkers, the letter advised: “Our representa- 
tive will call and give you all the details regarding 


can cater to 


different sizes and prices. Upon your request, he 
will gladly bring the model in which you are inter- 
ested on a pick-up truck for your inspection.” Lo- 
interest by 


cation-owners were invited to indicate 


returning a prepaid reply card. 


How Small A Start For Cup Vending? 


Just how many cup vendors does a bottler need 
to get started in this phase of soft drink vending? 
tecently the Midway Bottling Co. of 
Kearney, Neb. got into this field by purchasing two 
Spacarb (Stamford, Conn.) 4-flavor machines. Units 


Coca-Cola 


were acquired when the bottler obtained two local 


theatres as locations, and they’ve been geared to the 


ON-OXIDIZING 








TYGON eee" TUBING 


Today’s simplest, safest, speediest way to handle syrups, 


beverages, or any liquids and gases is with 
flexible, plastic TUBING — Formulation B 44-3. 


TYGON 


TYGON is easy to use — bends, twists, and flexes readily 


to fit any transmission requirement —is available 


in 


sizes up to 2” ID (with or without braided reinforce- 


ment) for all piping jobs. 


TYGON is safe to use—does not impart or absorb 
flavors —can be fully sterilized with steam or bacteri- 


cides — withstands pressures up to 40 psi. 









It pays to offer your outlets the 
very best—the pioneer, proven 









an ———~, QUIKOLD line that's engineered MAIL COUPON NOW FOR ] 

~ | get = fight—priced right. COMPLETE DETAILS! {| 

| \¢ i ™ ‘| Choice of many Gciatinnetien | 

} | | — ice and Without obligation please send complete information | 

Sars ssa and prices on all QUIKOLD models. { 
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TYGON is fast to use — couples quickly — permits full 
solution visibility and control — provides maximum 
flow — readily flushes clean. 

Get TYGON, today, from your regular bottling supply 
house or write direct. 


\ . genuine 


ou ee . 
Be sure y look for the 


yYGOr 1 formulation 
THE ame a : sanently 
U. S. STONEWARE CO. eeenpet OT tae 
Akron 9, Ohio nv the 


branded Of 
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Bottler J. H. Keenan is satisfied with their sales 
volume and comments: “We have experienced very 
little trouble with the exception of a few minor 
adjustments.” 


Vendors Spur Take-Home Totals 


Almost any site that attracts traffic can be good 
for soft drink vending. When bottler Ernest C. 
Richard, president of the Nesbitt Bottling Co. of 


Monroe, La., was queried as to the best machine 
sites in that region (factory, gas station, army 
camp, school, etc.), he observed that it was a “‘toss- 
up.” This firm uses both Ideal (Bloomington, III.) 
and General American (Los Angeles) multi-flavor 
models, to automatically merchandise Nesbitt’s and 
Vess at the 5-cent price level, and it follows both a 
rental and sales policy in placing coin coolers. Bot- 
tler Richard notes that the vendors have been of 
some benefit in stimulating take-home volume as 
they continually advertise the plant’s products. 


Up °52 Plant Production 
A gain in 1952 volume by the Ozaukee Spring 
sottling Co., Port Washington, Wisc., is credited in 





part to coin coolers by bottler Richard D. Hubing. 





With the machines pulling their best patronage in 





industrial stops, Mr. Hubing states that in a com- 
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of efficient 
conveying 
systems 
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dime price level, dispensing Coca-Cola as the “lead” 
beverage, along with cherry, root beer, and orange. 


Oe, i ae lt 


cat pen 
VENDOR ADVERTISING 


Posters on the front of a Vendorlator (Fresno) in a Waco, 
Tex. grocery outlet help plug a promotion for the nearby 
display of Dr. Pepper's 12-bottle carryhome carton. 





petitive vending situation: “We get about an & to 1 
ratio” in drink totals. Ideal (Bloomington, III.) 
selective units stock this company’s private Ozau- 
kee Beverages line and Cherry Blossoms, with about 
95°, of the vendors operating with 5¢ mechanisms. 
Only about 1 out of every 5 machines are sold, with 


the remaining 80°; rented at 20 cents per case. 





Single-Drinkers Score 
In Hobbs, N. Mex., the Dr. 
has centered its vending program around single- 


Pepper Bottling Co. 


drink machines, using 10-case Vendorlators (Fres- 
no) and SelectiVends (Kansas City). This plant’s 
major competition comes from a bottler who also 
uses 1l-brand units, and owner A. M. Bartlett re- 
ports where the rival coin coolers function in 
the same outlet, business seems to split “about 
50/50." Some 25°; of Dr. Pepper Bottling’s ma- 
chines have been sold, while a ten-cent rental rate 
holds for the vast majority. Bottler Bartlett rates 
yrocery stores as producing the highest vendor 
volume, while gas stations rank high for automatic 
merchandising. Refinery locales, which provide in- 
dustry in this region, also make the “best location” 


list. 


Penny Dispenser For Odd-Cent Sales 
Continental Coin Devices, Inc. (Cicero, IIb) is 
producing an electrically operated penny dispenser, 
designed to facilitate pricing in those territories 
where it’s necessary to gear cup and bottle vending 
machines to odd-cent levels. This device (for inside 
cabinet mounting on some makes of vendors, and 
outside mounting on others) is available in models 
ranging from a 200 to 2,000 penny capacity. Easily 
attached to any electrical or manually-operated 
vendor, the Continental unit returns a_ prede- 


termined number of pennies with each sale. Cus- 





1500 RIDGELY STREET e@ 





“There 2 NO GAMBLE 


“ALWAYS A WINNER” Zecawsc... 


1. Its supreme quality is nationally acclaimed. 
2. Its deliciousness builds immediate consumer acceptance 


into continuous consumer demand. 


3. Its proven perfection, plus a proven promotion program 
brings sustained market domination to the bottler. 


For franchise details write to: 


SUN SPOT COMPANY OF AMERICA 


BALTIMORE 30, MARYLAND 


















Illustration (reduced) shows proportionate 
appearance of 7 oz. and 10 oz. bottle. 
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Kelvinator’s stainless-steel lids are 
easy to clean... easy to keep clean 


A quick pass with a damp cloth once in a while 
makes these smooth, stainless-steel lids gleam. 
They are rust-proof, chip-proof, scratch-proof, 
and leak-proof. Combination rubber and fabric 
hinge eliminates sweating, common to ordinary 
hinges. 

Check these other Kelvinator advantages: 
Polarsphere cold-making unit assures you silent, 
efficient, trouble-free service year after year. 
Heavy-gauge steel cabinet is rust-proofed inside 
and out .. . and finished with durable, beautiful 
Permalux. You also get extra insulation . . . extra 
storage space... and a choice of wet or dry opera- 
tion. It’s features like these that make Kelvinator 
a better beverage cooler. 





Easy to Finance. For full information on 4 “pain- 
less” practical plans, see your Kelvinator Distributor or 
zone office, or write: Beverage Cooler Dept. NB-2 
Nash-Kelvinator Corp., Detroit 32, Michigan. 


vam oe 
| UST CLEANED IT 
_.y TEN MINUTES AGO! 








Dimensions: 


Width 52 3/16", Depth 
28%", Height 31%". 


Capacity: 


180 7-orz. bottles, 





or 150 12-or. boitles \ 


DIVISION OF NASH-KELVINATOR CORPORATION, DETROIT 32, MICHIGAN 
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tomers need only one coin to patronize the vending 
machine, eliminating “lost” sales through the need 
of having to obtain extra pennies. (For example, 
with a 7c vendor price, the patron would deposit 
a dime and receive his drink and 3 cents in change. 
At least two major parent companies are currently 
testing the Continental penny dispenser, while one 
large Ohio bottler is reported to have several units 


out on location, gearing coin coolers to an &8c price. 


Pienie Coolers Get Glamour 

Hamilton Products Co. (Hamilton, O.), which 
markets a glamorized version of the picnic cooler 
(advertised as “probably the most beautiful in the 
world’), has scheduled an expanded consumer ad 
campaign in such publications as Life. Original of 
this unit was designed as the Skylander, a luxury 
item, and, in plaid Saran cloth and leather, sold in 
such stores as Abercrombie & Fitch for $49.95. In 
its present all-metal form, as tne round Skotch 
Kooler, it retails for $7.95, and Hamilton is expand- 
ing the line to include additional models in new 
sizes and color schemes. Hamilton is now plugging 
itself as the company which “put the plaid into 


picnics and took the season out.” 


Coin Cooler Stars (?) On TY 

The bottle vendor, which has been used from 
time to time as a background “prop” on television 
dramatic programs, grabbed some dubious lime- 
light on a recent CBS “Omnibus” show. In a Wil- 
liam Saroyan play “The Cool Cool Man In The 
Moon”, set in the lobby of a small movie house in 
mythical Practically Heaven, Nev., a youngster, 
trying to snare a free drink, had his hand caught in 
a coin cooler. For this fantasy, the bottled beverage 
was a 10¢ seller known as “Cool Cool’, and the 
vendor played a singing commercial plugging the 
brand every time a bottle was dispensed. Machine 
used was a pre-war Mills 47, and was supposed to 
be one of 300 leased by a fictional movie chain 
P. S. For the finale, mechanic arrived and freed 


the youngster. 


How Long For Time Payments? 

Varying the period of time-payments on its ven 
dor sales according to the model and location is a 
policy followed by the Coca-Cola Bottling Co. of 
Lebanon, Mo. This system calls for a small 
down payment, with the balance being paid out over 
12, 15, or 18 months. Some of the machines are 
rented at 10¢ per case, and a line-up of single-flavor 
Cavalier (Louisville), Mills (Chicago), Vendo (Kan- 
sas City) and Vendorlator (Fresno) units are util- 
ized. Sales gains made by the plant this year are 
attributed to the fact that the firm has been put- 
ting out more coin coolers in its Lebanon territory, 


Where both 5 and 6-cent mechanisms are in opera- 
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tion. E. M. Woodfill, president of the company, re- 
ports that it has machines in almost every type of 
stop, finding that vendors stimulate Coca-Cola take 
home sales because of the coin cooler’s advertising 


and sampling abilities. 


ABC Adds 300 Cup Machines 


A check on 1952’s motion picture box office re- 
ceipts shows that receipts dipped in the spring, 
soared during the summer months, and again 
veered downward last fall. The rise in admissions 
during the warm weather period was reflected in 
soft drink vendor volume, which naturally follows 
attendance trends. Net income of the ABC Vending 
Corp., one of the country’s major theatre conces- 
sionaires, hit $1,147,552 for 43-weeks ending Oct. 26, 
as against $869,650 for the comparable 1951 period 
The sales gain was attributed in large part to 
ABC’s addition of some 300 Square (Chicago) cup 
vendors to its operating routes, largely in theatres. 
Trade sources estimate that the firm now has well 
over 2,200 bulk drink machines on location, in such 
sites as theatres, a line of the N. Y. subway, along 
the Pennsylvania Railroad from N. Y. to Harris- 


burg, Pa., and in some industrial outlets. 


Mission’s 1953 Program 

Commenting on parent company plans in the auto- 
matic merchandising field, Frank W. Gray, vice- 
president of the Mission Dry Corp. told the “‘Cooler 
Corner’; “We are of the definite opinion that coin 
operated beverage vendors will play an increasingly 
important part in stimulating beverage sales 
through outlets which could not be serviced in any 
other way, and we are going to put greater emphasis 
on the use of these vendors in our bottler program 


for 1953.”’ 


Its Gray For The Navy 

According to word from Navy sources, all new 
drink vendors ordered for naval vessels are to be 
finished in standard Navy gray. Losers in this 
standardization procedure will be such parent com 
panies as Coca-Cola and Pepsi-Cola, whose distine 
tive red and blue color cabinet finishes were a de 
cided ad value in helping to plug their brand names 


amony ships’ Crews. 


Slight Dip In NY Subway Sales 


The New York City subway system, which has 
over 430 cup drink vendors in action, serves as 
something of a trade barometer on how bulk bev- 
erage automatic merchandisers are faring. In its 
most recent quarterly report, for the 3 months 
ending Sept. 30, 1952, revenues are shown running 
behind on one of the three lines, a drop presumably 


caused by a decline in riders resulting from popu- 
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lation shifts. Commissions paid to the city (30% 
as against a minimum guarantee) were $122,666 


as against $126,875 for the 1951 period. About 10% 


of the vendors dispense a dime citrus juice, but the 


overwhelming number still feature soft drinks at 


the 5c price. 


Swedish Bottle Vendor 

From Sweden comes word of an upright new 
bottle vendor, which is being built in Hagalund by 
Automater I Solna AB. Known as the “Serv-O- 
Matic”, this machine has a 270 bottle capacity (1; 
litre) and offers a selection of up to 18 flavors, 
which are dispensed from slanting shelves by grav- 
ity. Patrons make a choice by adjusting a vertical 


flap, and 4 different price ranges can be used. This 


machine uses a coin-changer, possessing the unique 


feature of being able to accept “empties” and return 
a deposit; while paper cups can also be obtained 
Designed for outdoor use (the type of vending in 
vogue in Scandinavia), the vendor cabinet is made 
of a rustproof plate, and it’s insulated and alumi- 
num-lined. Lars Ek of Automater told the “Cooler 
Corner” that the Serv-O-Matic debuted at a Stock- 
holm exhibition last fall and is now being placed on 
location in several places in that city. The company 
has received a number of sample orders for vendors, 
including one from Apotekarnes Mineralvatten AB, 
largest producer of bottled soft drinks in Sweden. 
Additional information may be obtained by writing 
NBG. 


Bigger Plant For Bevco 

Bevco Co., Inc. (St. Louis), manufacturing the 
line of Bevco-Maid bottle coolers, is making its fifth 
expansion move since the company was formed in 
1939. With production for 1953 scheduled to be 
increased, this firm will add a warehouse and office 
building to its present site, making 5,000 more 


sq. ft. available in plant space. 


Check Squirt Sales 
rotate | 


YOU'LL 
SWITCH TO SQUIRT 
T00! 
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NESBITT’S CUP VENDOR 


In sites where there’s a demand for bulk vending equip- 
ment, Nesbitt’s bottlers are using the pre-mix Refresh-O- 
Mat (APCO, N. Y.) cup unit. Parent company has approved 
use of this 300-drink machine, provided it’s owned and 
operated by the franchise holder. Here Pauline Bingaman, 
employee of Nesbitt’s Bottling Co., Davenport. Ia. gives 
the cup vendor a once-over. 





Plug For Locks Boosts Vending 


Add one more firm to the list of manufacturers 
using their national consumer advertising to give 
a plug to cup drink vending. Latest is Yale & Towne 
Mfy. Co., which made the various uses of its equip- 
ment in the bottling industry the theme of a recent 
2 paye-spread in the “Saturday Evening Post’’. 
With the ad captioned: “Speaking of Beverages: 
If you drink ’em... sell "em... or bottle ’em vou 
depend on products of Yale & Towne”, one illustra- 
tion showed a cup vendor being patronized by office 
workers. Explanatory text read “Guards your coins 

. and your refreshment. Taking time out for soft 
drinks is a pleasant custom that vending machines 


have done much to encourage. Important in the 


“COOLERS 


for efficient WET or DRY operation 
5-Sided refrigeration. 
5-Year Warranty on compressor at no extra cost. 


— 


Saves you $5.00. =-- = 


~ = ——ee 
——- ~ = 


24-CASE BEV-MASTER 6-CASE BEV-FOOD 6-CASE BEV-COOLER 
Write for literature and prices 


¢ MANUFACTURING CORP. 
E. Kibby St. Lime, Ohio 





Imerica's Largest Manufacturer of Private Brand Refrigerators 
"Trademark Reg. U.S. Pat. Off. 

















ABRASIVE PROOF 


Protects all outer surfaces of carrier. 


PROTECTED CLEANING SURFACE 


Can be cleaned repeatedly without 
damage to exterior surfaces. Cleans 
easily with wet cloth and detergent. 


BEAUTIFIES 


Smooth... Glossy ...Clean... 
Enhances appearance of printed 
carrier. 


DURABLE 


Sturdy... Economical ... Makes 
more trips. 
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STRONG CASES 


FOR River Raisin soft drink cases are RUGGED! They give 


maximum trippage—more RETURNS for your money. 
oft Drinks 


24 BOTTLE TAKE-HOME BEVERAGE CARRIER 


FEATURES—1. Packs 24 bottles, either loose or four 6-bottle carriers, with 
carrier adjusted to fit your size bottle. 2. Standard colors—white and 
yellow. 3. Hand-holes on both ends and in strut for easy handling. 


Satisfied customers are the strongest case for River 
Raisin soft drink cases. River Raisin experts can solve 


all your container problems. ~ 





4. Easy to assemble; only 2-piece construction. Use any standard arm 
stitcher. 5. Smooth bottom safeguards all upholstery, carpeting or tile 
floors. 6. Weatherproof solid fibre permits cleaning soiled places with 
damp cloth or sponge. 


RIVER RAISIN PAPER COMPANY > Menroe, Michigan 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS + PACKING MATERIALS + FIBRE BOARDS + CORRUGATING STRAW 
ONE CALL FOR ALL—DIMENSIONAL DISPLAYS 


growth of this kind of self-service are the Yale locks 
which protect coins and keep curious hands from 
tampering with the cooler or its contents.” 


In The Vending Chute 
Automatic Products (APCO), New York, will 
open a Chicago office to be headed by Dan Gould. 





It will handle service and parts needs for Soda- 
A Vendo 


(Kansas City) V-39 bottle vendor serves as part of 


Shoppe users in the midwest area 


the background setting of a weekday TV quiz show, 
“Sense and Nonsense’, sponsored in metropolitan 
New York by Coca-Cola Bottling Co... . 1952 An- 
nual Report of Canada Dry notes that its syrup 
sales “reached a new high” and observes that an 
“increasing number” of vending machines are using 
the branded line... Another major parent company 
is readying a vendor financing deal for its franchised 
bottlers ... 





Barq’s Bottling Co., Dallas, Tex. is using Atlas 
“Varietee” selective coin coolers. ...An Iowa bot- 
tler, circularizing locations as vendor prospects, is 


offering this liberal trade-in allowance: “In many 
instances, no cash payment necessary and up to 18 
months to pay the balance.” ... Add Atlantic Steel 
Co. to the list of steel mills using bottle vendors. 
Firm has a Vendorlator (Fresno) adjacent to its 
new 60-ton capacity electric furnace to provide 
workers with a cold Coke during frequent rest 
periods. 
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VENDOR ON VIDEO 


Part of the set background on a weekday telecast, spon- 
sored by the Coca-Cola Bottling Co. of New York, is this 
Vendo V-39 coin cooler. TV show features competing 
teams in a quiz-type program presided over by 

Kennedy and Vivian Farrar. 
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SO PURE...SO GOOD... 
SO WHOLESOME FOR EVERYONE! 










Watch Your 
Working Capital... 


Worx is getting “tight”. It is harder to borrow 
and costly to do so. Wholesale prices are slipping, 
there are predictions of an economic slowdown 
within a year, and if this comes to pass, the bottler 
must maneuver his business so that he carries on 
largely with his own funds because he may have 
a hard time getting working capital on the out- 
side. Many bottlers pay no attention to their work- 
ing capital at all, some do not know how to figure 
it, others think that the cash in bank is their work- 
ing capital, which, of course, is entirely wrong. 


Whether those who predict a slowdown are right 
or wrong, the wise bottler will prepare for the 
U-turn, if it comes, by keeping his working capital 
in the best possible shape. 


To meet this situation with competence, the bot- 
tler must know how to figure his working capital 
and what yardsticks to use as measurements of its 
adequacy. The following counsel will help him 


The current liabilities deducted from the current 
assets is your working capital. If the current assets, 
cash, receivables and inventory total $10,000, and 
the current liabilities, bills and short-term loans 
payable total $5,000, the working capital is $5,000. 
Short-term loans are payable in a year. It is a gen- 
eral rule that the working capital should equal the 
current debt, or the current assets should be twice 
the current debt, giving what is called a current 
ratio of 2 to 1. But the 2-to-1 ratio differs with the 
field, with the financial make-up of a business and 
with economic conditions. However, the current as- 
sets should always have enough margin over the 
current liabilities so that the bottler can meet his 
obligations promptly, even if there is stoppage of 
adequate or customary income, if sales decrease 
and business costs continue at the present high 
level. This is not an unusual circumstance, and so, 
the bottler should have ample leeway financially to 


cover all emergencies. 


From our review of business figures in this field, 
we can report that some bottlers are hobbling along 
on al to 1 current ratio. If business dips, they 
have no tolerance for safety. Today, the bottler 
should try to build up to a ratio of 2.5 to 1, or 
$2,500 in current assets to $1,000 in current liabili- 
ties or debt. There are no fixed ratios. One bottler 
may need a higher than 2.5 to 1 ratio, another may 
get by with a current ratio of 2 to 1, or even less, 
if his fixed charges in overhead expenses are low, 
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because he can cut his overhead quickly, whereas, 
the bottler with a high percentage of fixed charges 
must carry a heavy burden regardless of the de- 
crease in sales or profits. 

A general measurement of working capital ade- 
quacy is how you pay your bills. If you pay promptly 
Without financial strain, your ‘seed money” should 
be satisfactory, but you should be prepared for any 
slowdown in business activity by maintaining as 
sizeable a bank balance as possible, a reserve to 
“cushion” the day when receipts may drop with 
no corresponding decrease in overhead expense. 

Many bottlers are treading on thin “ice” toda) 
and this is in keeping with the nation-wide trend 
Plant and equipment spending, high operating costs, 
shrinking margins because increasing costs can 
no longer be passed on to the consumer, are drain- 
ing off more and more working capital in all busi- 
ness fields. Today, the national figures show that 
businessmen have only 67 cents in working capital 
for every 98 cents they had three vears ago or a 
decrease of 35 per cent. This is too low for comfort. 
In some cases, businessmen have increased their 
working capital over prior periods, but when the 
assets are analyzed, they are-heavily loaded with 
accounts receivable and inventories. Despite a good 
current ratio, this is an unhealthy financial condi- 
tion at a time like this, when many economists ad- 
vise caution. Such businessmen have too little cash 
in the bank to cope with a down-beat in business 
activity. At such a time, receivables are harder to 
collect and goods are harder to sell. A high current 
ratio is not as safe as it looks unless you can col- 
lect all receivables promptly and turn your stocks 
promptly at satisfactory margins. However, our 
field studies show that bottlers are not over-loaded 
with receivables or inventories although their work- 
ing capital, on the average, is lower than what it 
was a few years ago. 


The turnover of working capital is another guide 
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8-WIDE washer, close coupled to RCA 


Uncaser and Washer-Loader 


16-WIDE washer, transverse-fed from 
RCA Uncaser and Washer-Loader 


24-WIDE washer with straight-feed RCA 


Uncaser and Washer-Loader Installation 


32-WIDE washer operation (duplexed 16- 
wide washers) fed by one’ RCA Uncaser. 





BEVERAGE EQUIPMENT SECTION 


RADIO CORPORATION 


of AMERICA 


ENGINEERING PRODUCTS BEPARTMENT. CAMDEN. N.S 


CUTTING COSTS EVERY DAY 
PLANTS, SMALL PLANTS 











RCA 


Uncaser and Washer-Loader 
for Speeds of 80 BPM to 500 BPM 


In plants of all sizes, the RCA 
Uncaser and Washer-Loader is at 
work every day—increasing bot- 
tling-line efficiency —increasing 


bottling-line production. 


At speeds of 80 to 500 bottles 
per minute—on eight-wide lines 
to 42-wide lines—in installations 
in 166 plants the RCA Uncase: 
and Washer-Loader has proved 
it can deliver these big extra 


profit advantages: 


@ Handles 6- to 12-07. bottles 

@ Unioads bottles from cases or cartons 

@ Unioads bottles from cartons in cases 

@ Feeds bottles to washer automatically 
@ Feeds cases to conveyor line 

@ Unioads new bottles from shipping trays 
@ Cuts losses due to bottle breakage 

@ Cuts back-breaking manual work 


@ Releases employees for better-liked jobs 


LOOK INTO THE BIG ADVAN. 
PAGES of the RCA Unecaser and 
Washer-Loader. It's built to fit 
your washer—it's built to fit your 
bottling plant—it's built to help 
you squeeze more profit out of 
every bottle. FOR INFORMATION 


MAIL COUPON NOW 


RCA Beverage Equipment, Dept. 81N 
Building 15-7, Camden, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


Name 
Company 
Address 


City 





Please send me information on the 


RCA Uncaser and Washer-Loader 


litle 


Zone State_ 





















A parent company hears 


THE DARNDEST THINGS! 








One of our new franchise holders re- 
cently wrote us that a certain stop was 
opened with a single case in the morn- 
ing; that afternoon, an additional five 
cases... then ten cases. This time, the 
owner inquired if “any habit-forming 
drugs were used in Frostie .. ." because, 
ever since she had put it in, it was the 
only soft drink she could sell the kids! 
Frostie makes everybody happy .. . this 
delighted dealer is now regularly order- 
ing 15 cases at a time. Of course, the 
only habit-forming thing about Frostie is 
its taste... but man, that really does it! 













You know what they 
all say about Frostie 

"A single sip 
sells!" A postcard will 
bring the full story 


without obligation! 


A SINGLE 
SIP SELLS! 


| : Na 
4424 Baltimore 
Baltimore 28, Md- 


12 FULL 
OUNCES! 












to its adequacy. This is the ratio of net sales to 
working capital. It gives the bottler an idea of the 
normal relation of working capital to sales. The 
higher the turnover of working capital, the better 
use the bottler is making of this liquidity. 


As sales go up, the working capital must expand 
in order to handle the additional volume of busi- 
ness. This is one reason why small businessmen 
frequently find their greatest financial problems 
when business is booming. We reviewed the books 
of one bottler recently who had started in a modest 
way a few years ago and at the end of 1952 he had 
a yearly volume of $100,000. His current liabilities 
were $16,000 and he had only $1,200 in the bank. 
These are round figures. He was finding it hard to 
pay his bills because he had built up a sizeable 
volume on a shoe-string. This bottler is not a lone 
wolf. In varying degrees, he is quite typical today. 


Here again, there are no standard ratios. The 
average turn runs between & and 10, based on na- 
tional figures. We suggest that you check the turn 
for the prior three years and compare it with the 
1952 figures. If it is decreasing, there may be a 
booby-trap somewhere down the line. Try to bring 
it up to where it had been when your financial 
liquidity was most satisfactory. From now on, 
check your working capital monthly when you 
analyze your profit and loss statement. 


The ratio of working capital to fixed assets is 
another yardstick. In order to produce bottled bev- 
erages, the bottler must maintain a sizeable plant 
and equipment in relation to the volume done. He 
must keep a relatively large portion of his total 
capital invested in fixed assets, such as land, build- 
ings, machinery, trucks and fixtures. All things 
equal, the bottler will have a higher ratio of fixed 
assets to working capital than the retailer who 
does only merchandising, using comparatively little 
working equipment, except fixtures and delivery 
trucks. If you rent, however, your fixed assets will 
be lower than if you own. The age of the fixed 
assets is another variance. The older they are, the 
more they have depreciated, the lower their book 


Value. 


Because of such variances, there is no one ratio 
that can be recommended to all bottlers. In general, 
a ratio of 3 to 1, fixed assets to working capital 
should be satisfactory if you own the premises and 
have taken off enough depreciation since acquiring 
the assets. If you rent, the ratio should be about 
2 to 1. This ratio is a check on expansion. If pros- 
pective expansion will produce an inadequate ratio 
of working capital to fixed assets, if the working 
capital is too low proportionately, the bottler had 
better consider the investment with care because 
expansion means more operating expense and this 
may put too big a strain on his working capital, 
particularly if business should dip downward. 


In checking the books of many businessmen, in- 


cluding bottlers, we find that less than 50 per cent 
carry a current liability for income tax. When the 
tax falls due, they pay it out of current cash. Often 
this payment brings their working capital too low 
for safety. Unless you write into your books a 
current debt for the income tax due to date, your 
working capital will be higher on paper than it 
really is. Income tax is as much a current debt as 
payroll expense or the phone bill, and it should be 
approximated on each profit and loss statement, 
then a current liability entered in the books for 


that amount. 


Many. bottlers assume that they are Okeh finan- 
cially if they show a substantial and increasing net 
worth. The net worth may be satisfactory on paper, 
yet, a business may be in a shaky financial condi- 
tion because it lacks adequate working capital. 
Hence, the bottler should cultivate his “seed money” 
with care so that he always has enough to keep 
his growing business in a position to meet all obli- 
gations promptly, or in the event of a declining 
volume and income that he can pay his operating 
expenses and other bills without too much strain 


on his finances. 


It has been estimated that more than 50 per cent 
of businessmen today never went through a depres- 
sion or a recession of any consequence, and this 
holds true for many bottlers, more’s the pity. The 
real test of business ability is to make a profit, not 
when business is good, but when it is bad, and so, 
there is no telling how a bottler in this category 
can stand the thumping of an economic down-beat 
if he hasn’t gone through the mill before. We do 
know that if he knows how to analyze his business 
figures from every angle, that he will be in a pre- 


ferred position to ride out the storm successfully. 


From now on, the bottler should analyze his 
profit and loss statement monthly and his balance 
sheet quarterly because he may rate high on oper- 
ating efficiency, yet, grade low on financial man- 
agement and have plenty of headaches, despite his 
ability to buy, sell and control costs. Operating 
management is largely a matter of internal con- 
trols. Financial management is often affected by 
external factors beyond the control of management, 
and so, balance sheet analysis is important at a 
time like this when our economic machine may 
blow a gasket, according to some business experts 
It will help the bottler gear his finances to economic 
trends so that he can operate most profitably. 

Working capital is an important item on the bal- 
ance sheet. See that you keep it in good working 


order so that it works for you and not against you. 
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What Do You Think of 


“Dietetic Beverages?” 


B ott rs whose comments appear in this col- 



































umn were interviewed at last month’s annual 
convention of the Massachusetts Bottlers of 
Carbonated Beverages. 


“We should take 
advantage of any new 
marketing opportun- 
ity and if a demand 
opens for dietary 
drinks, as I think it 
has, we can’t afford 
to miss it. As a mat- 
ter of fact, I have 
just started produc- 





ing a 12 ounce pale 
BRUNELLE dry dietary ginger 
ale. It wholesales at $1.00 a dozen, retails at 2 
bottles for 25c. If this drink goes over, we'll start 
making other dietary flavors.”—A. W. Brunelle, 





Pequot Spring Water Co., Glastonbury, Conn. 


“Dietetic drinks 
are going over big in 
New York and New 
Jersey, and there is 
no reason why they 
shouldn’t go well in 
this state too. If the 
demand continues to 
show itself for this 
type of product, I feel 
that a number of 

SCHWARTZ Massachusetts  bot- 
tlers will bottle and distribute it. I think that a lot 
of diet-conscious women will turn to this new drink. 





However, I don’t think it will compete with our ** Bottled soft drinks... food for thirst.” 
regular sugar containing product with the kids.” 
Sid Schwartz, Tater Beverage Co., Fitchburg. 


WHEN A “CLIPPER’’ WAS THE SWIFTEST SHIP AFLOAT... 


“In my opinion die- 
tetic beverages won't 


eatch on because. the Tue clipper ship Lightning was still ing to billions of bottles during the Take advantage of our 8O years’ 
actual market for this the fastest ship to ever sail the seas past eighty years. experience to give your product the 
type of drink is much when we were making our earliest We aim to continue to merit this fine selling package it deserves . 
ton amnall. Nationally. beverage bottles in 1873. conhdence and to keep ahead of the a sparkling Duraglas Package. No 
Mase ave a tet -of ai, We appreciate the confidence parade through constant research and one else can offer you the results of 
betics and grossly America’s bottlers have placed in continuous improvement of bever- such long and broad beverage bottle 
overweight persons us by their fine patronage amount- age bottle quality. manufacturing “know-how. 


who could use a die- 
tetic drink. But there 
HAZEN are relatively few of 





Las BEVERAGE BOTTLES 
these in a bottler’s limited territory. However, teers yrs 
sisiiatas a acne aide nical Renal Look better -Llast longer 


ours, and who can say for sure at this time whether 
a trend to dietetic beverages will or won't take OWENS-ILLINOIS GLASS COMPANY @ TOLEDO 1, OHIO @ BRANCHES IN PRINCIPAL CITIES 
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hold.”’—-Stanley  L. 


Shrewsbury. 


- - - AS INDICATED BY SURVEY 
CONDUCTED BY CAPPER’S FARMER AND PUBLISHED 
IN MID-CONTINENT BOTTLER, BOTTLING INDUSTRY, 
NATIONAL BOTTLER’S GAZETTE AND 
AMERICAN CARBONATOR AND BOTTLER 


SIENKO 
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“This report is based upon a study made among Capper’s Farmer sub- 
scribers. Capper's Farmer is one of America's leading rural publications 
with a circulation of 1,328,942, concentrated in 15 Midwestern states”. 
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Hazen, 





Bottling Co., 





Increases. 





Hires Bottling Co: 


think that 
beverages 


“1 don't 
dietetic 
will appreciably alter 
the beverage picture. 
As I see it, it’s a side- 


line—-that’s all. For 
one thing, I am con- 
vinced that. soft 


drinks are consumed 
for their 


Secondly, you have to 


food value. 


put a lot of promotion 


behind these drinks in order to move them. Third, 
present regulations in this state limit the distribu- 
drinks to 


drug stores.” Henry 
Ludlow. 
“T can’t see where 


dietetic drinks can 
create much of a stir. 
Years ago, a number 


ROOT BEER IS THE NUMBER TWO DRINK oe of netilers expe- 
@gunaa eres a ae 
IN POPULARITY (saseo on same survey) Ss itttt mented with a dia 
“ ~~. jgue betic ginger ale, and 
Quote from March, 1951, issue of Mid-Continent Bottler Magazine—''DAD'S and ____ are the two big brands of eg ” TTT bis We , 
root beer in this study, according to the answers to: ‘What brand of bottled root beer do you serve at home?’ "’ TT TT this never got any- 
w 480RG ae eae 
[BRAND SERVED PERCENT 7, ane where. on any ¢ ‘ 
“2 ieee forts to sell a drink 
ET 
DA D’sS 25.2 yt of this sort are up 
. ' DICKSON against : oY jec- 
2nd brand 21.1 ga . CKSO against another objec 
Pit if.’ * state laws . rm) » gale 1 ie- 
Sed brand 8.1 55m tion—our state laws don’t permit the sale of die 
j, ioe od stin mira J P “AeerVv < “as. S > far 
4th brand 2.2 ' ee tetic drinks in food and groce ry tores. | o, how fa) 
5th brand 1.7 4+ could anyone get with distribution limited only to 
6th brand 17 ; drug stores ?”’—James Dickson, Curran & Joyce Co., 
7th brand 1.1 —e ae Inc., Lawrence. 


“The national mar- 
ket for sugar-less die- 
tetic drinks 
ited one, and if they 


is a lim- 


do go over, it can only 
the 
sugar-containing 


be at expense of 
our 
product. I believe 
that the trend 


to dietetic drinks is 


so far 


a dangerous one. be- 


cause it hits our basic 
drink, 


out a dietetic 


inviting much closer supervision from local, 
state and national authorities. Most bottlers recog- 


a number of bottlers 


probably will get into the bottling of dietetic bev- 


Ned Ne 


ness, 


Boston. 


National Bottlers’ Gazette 















Deposits, prices, selling, discriminatory 
taxation and dietetic drinks are among 
problems and matters aired at two-day 
convention in Boston. 


st GLASS company representative and an official 
of a neighboring State bottlers’ association (Conn. 
told the annual convention of the Massachusetts 
Sottlers of Carbonated Beverages, January 12-13 
in Boston, that financial losses incurred through 
non-return or breakage of bottles and cases should 
be met with a price—not a deposit—increase. 

On other trade problems, the Massachusetts bot- 
tlers (1) heard from two trade authorities that 
more intelligent selling effort will be required in the 
competitive vears ahead; (2) were urged by their 
organization’s legislative committee to join hands 
to combat a new beverage tax proposal, and (3) 
received an implied warning that the widening sales 
of sugar-less dietetic beverages may someday seri- 
ously threaten their businesses. 

The advice to use a price increase to overcome the 
inadequacy of present deposit levels in the state 
(generally 2c per bottle, 20 to 27c¢ per case) came 
from Alfred C. Schwartz, sales representative of the 
Glenshaw Glass Co., and Chris Buckley, of the 
Pepsi-Cola Bottling Co. of New Haven, who is 
president of the Connecticut Bottlers’ Association. 

Mr. Schwartz, one of six trade personalities serv- 
ing on an industry problems panel, argued that an 
increase in deposit rates would force the dealer price 
of a case so high as to be almost prohibitive; con- 
sequently, it would discourage sales. His logic was 
endorsed by Mr. Buckley, who without detailing 





EXPERT PANEL 


... deposits and prices were among industry 


problems discussed by a special panel. Left to right: Rufus 
Brown, Vermont Bottlers’ Association; Carl Schirmer, Con- 


Higher Prices Among Key Issues 
Aired At Massachusetts Convention 





the reasons for his position, arose from the conven- 
tion floor with a flat assertion that ‘a price increase 
should come first.” 

Three other panel members who registered opin- 
ions on the inseparable issues of prices and deposits 
were not as sure. Rufus Brown, President of the 
Vermont bottlers’ association, would only say that 
“bottlers should budget for profit——whether it be 
through a price increase or a deposit.” ABCB Sec- 
retary John J. Riley simply commented that the 
national association’s position is that the deposit 
should be sufficiently high to encourage the return 
of containers, but not too high to hurt sales. And 
Carl Schirmer, secretary of the Connecticut asso 
ciation, merely implied that Coca-Cola bottlers gen 
erally are not as interested as other bottlers in rais 
ing deposits. His theory: since Coca-Cola bottles 
are stronger and can be returned practically any 
where, Coca-Cola bottlers do not suffer as much 
container loss as other bottlers. 

The need for more intelligent sales was broadly 
discussed by E. J. Forio, Vice-President of the 
Coca-Cola Company, and outlined in detail by 
L.. Cletus Gallagher, manager of the Industrial Sales 


Division, Sunkist Growers. 


Selling Job Emphasized 


Mr. Forio, emphasizing that “salesmen are made 

not born,” urged bottlers to train their personnel 
if they hope to continue to build customer demand. 
A business, he said, must constantly explore new 
sales approaches if it wants to prosper and progress 
“You can’t stand still. You always have to be striv 
ing and on the make for new customers.” But, he 
warned, product quality must contantly be main 


necticut association; L. C. Gallagher, Sunkist Growers: F. B. 
Kibbey, retiring Massachusetts president, moderator: John 
J. Riley, ABCB; Joe Nerney, Attleboro, Mass. bottler. and Al C. 


Schwartz, Glenshaw Glass Co. 
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Last summer, many bottlers lost out on sales 
because they did not have enough bottles on 
hand. Don’t let this happen to you during the 
summer ahead. 


Place your order for WEDG-WALL Beverage 
Bottles now—for early spring production. Now 
is the time Thatcher is best able to manufac 
ture and Pyroglaze your bottles. Contact your 
nearby Thatcher representative today—or 
write, wire or phone Thatcher Glass direct. 
Thatcher Glass Manufacturing Company, Inc., 
Elmira, N.Y. 


tained “in order to fulfill the promises made by our 


” 


salesmen and our advertising 
Mr. Gallagher, noting that dealers today “expect 
more than just a pleasing personality from sales- 
men”, declared that routemen must and should be 
more informed on the needs and requirements of the 
buyer. The skillful routeman, he said, is a beverage 
specialist who approaches the dealer with an or- 
ganized presentation, and therefore is able to get 
his complete attention and sympathy. The trained 
routeman, he said, may use a variety of appeals to 
accomplish his objective—sales, profits, prestige, 
return of customers, etc. He uses these appeals be- 
cause he knows he must talk from the buyers’ in- 
terest; he always remembers that all he has to offer 
are the services his product can do for the buyer. 
‘Discussing the recent influx of dietetic drinks, 
ABCB Secretary Riley said that while the national 
association and many medical authorities have al- 
ways been opposed to the use of saccharin in bev- 
erages, the new sugar-less dietetic drinks have won 
the approval and acclaim of many doctors because 
they do not contain saccharin. (A new synthetic 
sweetener, Sucaryl, is the basis of dietetic drinks. 
Riley indicated however, that ABCB is disturbed by 
this new entry in the soft drink field because ‘‘the 
promotion of these drinks discounts the work we 
have been doing for years to establish the fact that 


soft drinks are a food product.” 


Tax Cooperation Urged 


Warning that the help of every Massachusetts 
bottler is needed to help fight a new discriminatory 
tax proposal, Bert A. Harless, of Lowell, chairman 
of the Massachusetts association’s legislative com- 


mittee, urged that all bottlers make an effort to ‘get 





FEATURED SPEAKER E. J. FORIO, left, Coca-Cola Co., 
huddles with three other supply folk—W. G. Grant, 
National NuGrape Co.; John White. Orange-Crush Co., 
and Edgar Kohnstamm, V. & E. Kohnstamm. 
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NEW MASSACHUSETTS OFFICERS are pictured above. 
Seated, left to right: Wm. Leavitt, Ist vice-president: 
A. V. Pioppi. president; James Dickson, 2nd vice-presi- 
dent. Standing: Frank Vesce, recording secretary; F. B. 
Kibbey, retiring president; and T. H. Hoyt, treasurer. 





to know everyone of your legislators.” The new 
tax proposal, said Harless, would levy a 20¢; tax 
on the wholesale level, with 50°; of the receipts 
used for the establishment of a medical and dental 
school, and the remaining 50¢; used for the estab- 
lishment of new television channels. “‘We dare not 
get complacent about this or any other discrimina- 
tory tax measure,” Harless stated. At the conclu- 
sion of his remarks, the association unanimously 
adopted a resolution voicing complete opposition to 
the new tax bill. 

In the elections, Anthony V. Pioppi was named 
president of the association. Others elected were 
William S. Leavitt, Allston, vice-president; James 
Dickson, Lawrence, second vice president; Thomas 
H. Hoyt, Natick, treasurer; M. C. Stewart, Need- 
ham, financial secretary, and Frank T. Vesce, East 
Boston, recording secretary. 

Elected to the Board of Directors were: Andrew 
Patterson, Fair Haven; Walter Egan, Springfield ; 
John F. Osborne, Jr., Lowell; John F. Leary, New 
buryport; J. Claude Shea, Cambridge; and Daven 
port J. Brown, Allston. 

Retiring president, Francis B. Kibbey, Worcester, 
and Edward A. Miller, president of the Massachu- 
setts Bottlers Service Club, were automatically 


elected as ex-officio members of the board. 


Court Rules On Back Pay 


The Supreme Court recently ruled that emplo 
ers who are ordered to reinstate fired workers must 
figure back pay on a quarterly basis instead ot 
treating the period of discharge as a whole. The 
vote was six to three, reversing a Fifth Circuit 
Court of Appeals ruling that favored the Seven-Up 
sottling Co. of Miami, Fla., and overruled the Na 


tional Labor Relations Board 
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botties * +» Sparkij 
ond floor... no need for shi always ng 
pier yr toete of washer means 7 You'll be # Clean 
savings to you! 


ONLY SPEC-TAK OFFERS ALL 
THESE ADVANTAGES! 


Dependable, effective control of scale 


Unquestionably, SPEC-TAK exceeds by a wide mar- 
gin the performance of any other bottle washing 
compound on the market today. 


@ Cleaner, brighter bottles—less rejects 


‘ , ‘ - @ Elimination of hard water rings and film on 
A new chemical combination, developed by Diversey and used bottles 
for the first time in formulating a bottle washing compound, @ Elimination of clogged jets in semi-fresh rinse 
section 


completely ties up and holds in solution scale and film-forming , - sill : : 
ry ’ ‘ worm ’ . . @ Elimination of clogged overflow pipe wit 
hard water salts. That’s the secret of SPEC-TAK’s unique action. aitendest souls: temmation @n quertiew olbe. 


washer and floor 


@ Elimination of periodic acid-descaling of 
washer with a saving in maintenance costs 


PROOF OF SPEC-TAK PERFORMANCE! 
Case History: Bottles washed in water of 525 ppm 
hardness. Washer ‘had to be descaled every six 
months, jets acid-cleaned weekly. Half the bottles 
had to be hand-cleaned to remove film and hard 
water rings. Machine charged with SPEC-TAK in 
July, 1949. More than a year later, no evidence of neu 
scale on descaled pockets. Reject bottles eliminated, 
all hand cleaning stopped. No rings or film on bottles 
Daily upkeep cut in half. Acid descaling eliminated 
Manager’s comment—‘“‘I’d hate to go back to the 
products we had been using before SPEC-TAK. We 


” take pride in our machine now.”’ 
.~" “S8y, 


Scale-free semi-fresh water rinse tank 


@ Easier soak tank clean-out—no gummy sludge 
present, tank drained easily and rinsed rapidly 


@ Reduced upkeep requirements due to absence 
of scale—an important saving 


@ Pride in bottle washing machine 


@ Reduced power consumption due to less drag 
on chain no scale to slow up operation 


@ More complete scale control in final rinse section 





The Diversey Corporation 
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A large bottling plant adds a little Oakite Composition 
No. 53 to their caustic solutions in bottle washing. 
This gives them a 50% reduction in caustic carry over 
from washing to rinsing tanks. Daily upkeep now is 
60 Ibs. Used to be 120 Ibs! 


Other satisfied users of Oakite Composition No. 53 
report “‘re-runs cut from 7 cases to 5 bottles;” “bottles 
cleaner and brighter than ever before; ‘“‘no more 
hand-scrubbing with acid to remove light rust stains”’. 


Oakite Composition No. 53 helps cut bottle-washing 
costs. Steps up the cleansing power of caustic. Stops 
lime scale build-up. Attacks old 
lime scale deposits and gradu- 
ally removes them. Gives ex- 
ceptionally good rinsability. 


Ask your local Oakite Technical 
Service Representative for de- 
monstration right in your own 
bottling plant. Or send for FREE 
booklet F-4176. Oakite Prod- 
ucts, Inc., 26A Rector Street, 
New York 6, New York. No 
obligation either way. 


OAKITE 


Cleaning & Germicidal Materials FOR 
BOTTLING 
PLANTS 


Technical Service Representatives Located in 
Principal Cities of United States and Canada 








Smart Selling Stressed At N. J. Convention 


JO veviraacen State association, with smiling, 
confident members (and a 14°; increase in member- 
ship); an organization with a half-dozen important 
plans in progress and several significant achieve- 
ments during the past year, was demonstrated at 
the 24th annual convention of the New Jersey Bot- 
tlers of Carbonated Beverages, held January 17, 
1% and 19 at Asbury Park. 

The confident bearing of the bottlers, and the 
smiling faces, stemmed from the fact that for the 
first time in years for some of them at least, reason- 
able profits were being achieved or were in prospect. 
In recent weeks, many of the New Jersey bottlers 
have increased prices on splits and quarts, the way 
being shown to them by some of the largest bot- 
tling plants in the northeast States. In this develop- 
ing price movement, the bottlers have the active 
support and leadership of the State association, 
Which during 1952 radically changed its programs 
and objectives. 

In reporting on his stewardship of the associa- 
tion for the second year, President A. Turtletaub 
pointed out among other accomplishments, arrange- 
ments for a 15% fleet discount for all members 
buying trucks or sales cars through the association ;: 
a new low-cost insurance plan; defeat of several 
legislative threats to the industry; effective public 
relations work, especially among dentists and doc- 
tors; and several other projects, including a new 
financing plan which will permit the association to 
enlarge its scope of activities far beyond anything 
possible during the past ten vears. 

One of the things the association did during 
1952 was to acquire a full-time secretary Thomas 
I’. Mansfield of Newark, New Jersey——an ex-presi- 


dent of A. B. C. B., and presently a member of the 
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Elected at the convention to head the association were 
T. F. Mansfield, secretary: Ed. P. Laragy, president, Allan 
Turtletaub, retiring president, and Jack Kessler, treasurer. 





Executive Board. Mr. Mansfield, reporting to the 
convention for the first time in that capacity, fur- 
ther explained the organization’s plans and _ its 
main purpose—to keep the bottlers in the State 
informed, educated and prospering. He pointed out 
that in 1946 there were 218 plants registered in 
the State; now there are but 174. He suggested 
that perhaps a good part of this was due to bottlers 
inadequately pricing their products. This was the 
only platform reference to prices of the entire con- 
vention, nor was the subject discussed during the 
course of the short panel session which featured 
one of the business sessions. The bottler members 
of the panel, however, did, in short statements, 


outline the price situation in their respective com- 
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. at the convention were Loring Overman, bottlers Geo. H. Crofton and Morris Levin, supplyman Wm. Wood- 


hull and N.B.G. Editor M. J. Becker. 
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munities. Morris Levin, Star Bottling Company of ea 

Philadelphia reported prices in his area at $1.40 4 scores again 

; . a . eee 
for quarts, $1.12 for 12 ounce; Mr. Turtletaub, for 

the Perth Amboy area, $1.45 for quarts, $1.20 for 
12 ounce; Harold Chapin, reporting on the Newark 













area, 96c for 7 ounce, $1.20 for 12 ounce and $1.40 
to $1.45 for quarts. 

The short panel session ranged over such ques- 
tions as the relative position of independent line 
and franchise line bottlers; deposits; sales prob- 
lems and other subjects. Members of the panel 
were M. J. Becker, Editor of National Bottlers’ 
Gazette; Henry Kahrs, Coca-Cola Bottling Com- 
pany, Atlantic City, New Jersey; George H. Crof- 
ton, E. L. Kerns Company, Trenton; Morris Levin, 
Star Bottling Company, Philadelphia; Emanuel 
Lowenstein, Booth Bottling Company, Philadelphia; 
William J. Woodhull, DeLisser Extract Company, 
New York City. DA ace abies 





There were four scheduled speakers, three of 
them concentrating on the need for better selling 
by the industry, not only of its products but of 
the industry as a whole. Representing A. B. C. B. 
was Loring Overman, assistant to the secretary, 


John J. Riley, who was unable to attend due to 
illpess. Using toy models of automobiles to illus- 
trate his points. Mr. Overman stressed the im- 


portance of association work to develop an industry 


and pointed out that all association work is com- HY , 

parable to the four wheels of a car, each wheel Proved as only Fi can prove em 

representing a bottler, a local association, a state 

association and the national ‘association. ‘*With 

5,000 bottler-power (A.B.C.B. membership) under The 307 new features in the New International New International Trucks are BUILT as only IH can 

the hood of this imaginary car,” Mr. Overman Trucks have been. . build them, provep as only IH can prove them, a 
VALUE only IH can give you. 


said, “and the f , els ave jus , dd, : 
Lit ine ie four wheels I have just mentioned Sieceil tn the walls winek abeneel Wiel 
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ltishciatal Proved again on International Harvester’s in America’s most complete truck line 
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. Exactly the right power for every job. First truck 





For profit-minded buyers. New International 


faa ‘ builder to offer choice of gasoline or LP gas with Under- 
Trucks offer an unmatched combination of values 






writers’ Laboratories listing in 1'5-ton sizes and othe 












exactly the right truck for the job, unequalled per- ere Stoeel sewer optional in models rated 23000 
formance, lowest maintenence and operating costs, lbs. and over ... Designed by drivers for drivers Comfo- 
maximum driver comfort. Vision cab with one-piece Sweepsight windshield. New 
Built the IH way. Choose from 168 basic models in venarealy mined ianterios styling é Steel-flex frames proved 
: : . best in the field Transmissions to meet any operating 
America’s most complete truck line. Each model nasiieniatl Silat iii wetaitiinis Eines Si beni 
embodies engineering principles, used in Interna- up... Easy starting and greater fuel economy Wide 
tional’s continuing program of truck research and range of axle ratios for all model Real steering com- 
development, that have resulted in hundreds of ex- fort and control. Sizes from 42-ton to 90,000 Ibs., GVW 
clusive International features which have meant rating. Now —See The New IH-Built. IH-Proved Interna- 
greater profits for truck buyers. tionals at your nearest International Dealer or Branch 








INTERNATIONAL HARVESTER COMPANY * CHICAGO 









International Harvester Builds McCormick Farm Equipment and Farmall Tractor: Motor Trucks industrial Power Refrigerators and Freezers 





Better roads mean a better America 






SPEAKERS THREE 


Peter W. Bove, sales training supervisor of the N. J. Bell 
Telephone Co., Dr. N. Bowman, of the N.A.M. and Frank 


W. Lovejoy. Socony Vacuum Oil Co., all were featured L 
speakers at the New Jersey Convention. “Standard of the Highway * 
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CORN PERFORMS VITAL FUNCTIONS...IN MANY UNEXPECTED PLACES 


Under the hood of your car for instance...derivatives of corn were used 
in casting the cylinder heads... also in extracting (from its oxide, 
alumina) the aluminum used in the pistons and other essential parts. 
This is but one of the numerous examples of how continuous basic 


research in corn helps American industry ... helps you. 


CORN PRODUCTS IN SOFT DRINKS 


For the bottling industry Corn Products Refining Company supplies 
highest quality dextrose and corn syrups. . . recommended 
ingredients for various bottling formulas. 


We offer quality in volume supply unexcelled in the field. Complete 
technical service is available without cost or obligation. If you have a 
production problem why not check with Corn Products. We welcome 


your specific technical inquiries. 


CORN PRODUCTS REFINING COMPANY, 17 Battery Place, New York 4, N. Y. 


Manufacturers of 


CERELOSE“ 
brand dextrose 


PURITOSE 
brand corn syrup 


GLOBE * 
brand corn syru; 


national level will shortly come off and taxes will 
be reduced. 

The three other addresses dove-tailed neatly and 
without duplication, and ranged widely over the 
subject of selling and salesmanship. They were 
made by Peter W. Bove, service and sales training 
supervisor for the New Jersey Bell Telephone Co.; 
Frank W. Lovejoy, Socony-Vacuum Oil Co., New 
York City and Dr. Neal Bowman of the National 
Association of Manufacturers. All three are ac- 
complished speakers and held their audience’s close 
attention with their comments and observations on 
this important subject. 

In the elections, President Allan Turtletaub was 
returned to the Executive Board and was succeeded 
by Edward P. Laragy, Coca-Cola Bottling Co., New- 
ark. Elected first. vice-president was Anthony J. 
Masi, Rotella’s Beverages, Newark; second vice- 
president Philip Miller, Miller Beverages, Inc., New 
srunswick, New Jersey; treasurer, Jack Kessler, 
Crescent Beverage Company, Newark; secretary, 
Thomas F. Mansfield, Montclair, New Jersey 

-Executive Board members chosen were as _ fol- 
lows: G. H. Crofton, Trenton; A. O. Rheinking, 
Camden; William S. Lawo, Jr., Jersey City; Saul 
Kopf, Paterson; Joseph Garbarine, Asbury Park; 
Samuel Cott, Newark; Edwin Minck, Union City; 
Harold Chapin, Newark; Arthur Broll, Atlantic 
City; George Sachs, Jersey City; John C. Rice, 
Newark; Eugene Donnelly, Newark. 

On the social side of the convention, the associa- 
tion organized a fine get-together party and a 
banquet attended by over 300 people. The ladies 
were entertained by a luncheon and bingo game, 
and using an importation from the south, the asso- 
clation handed out cash “sit pretty’ prizes to 
encourage attendance at the business sessions. 


Next year’s convention will be held in Asbury 


Park again on December 4, 5 and 6. 





Loring Overman, Assistant secretary of A.B.C.B., told the 
bottlers many changes were in prospect for the industry. 
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Good Beverages Need Pure Water 





Continued from Page 29 
levels (6 to 8 ppm) then it may be necessary to 
sterilize the carbon. 


Q. I have a heavy deposit forming in the 
pumps and on the chains of my soaker. The 
bottles also come out with a dull film on them. 
Is there anyway of stopping this? 

A. This is a perfect description of the effect of 
hard water in a soaker. It can be stopped very 
simply by the installation of a zeolite water soft- 
ener, 


Q. Can [use the carbon purifier for a filter 
also and save the cost of installation of the 
filter? 

A. The activated carbon is able to do its job 
because of the large amount of surface available. 
If it is used as a filter medium it will become coated 
and therefore will be useless for its primary pur- 
pose of removing chlorine, tastes and odor. Carbon 
is much more expensive than filter sand. It, there- 
fore, would be much more economical to install the 
filter as well as the purifier since the saving in 
carbon and in possible spoilage would more than 
pay for the filter in a short time. 


Q. Should treated water be used in making 





This is a photo-micrograph of an activated carbon made 
from coal. Activated carbons may be made from prac- 
tically any substance which will carbonize, which includes 
wood, bone, soft coal, etc. The characteristics and strength 
of an activated carbon depend on the material from which 
it is made and treatment which it receives. Its value as 
an absorbent for chlorine, tastes and odors depends upon 
the total surface available. This picture shows a greatly 
magnified view of the carbon particles, and brings out 
their porous nature. If these pores are clogged in any 
way. the value of the carbon decreases. 
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Only The LADEWIG Bottle Washer Has The 
RIGHT ANSWERS To All These Questions 


IS THE DESIGN SIMPLE AND COMPACT? 

The Ladewig Washer has no overly-complicated, fast 
moving mechanisms no whirling spindles or brushes. 
No mechanical part ever enters a bottle. And it is 
really compact thus saving in costly floor space. 
What’s more, its double end design assures most favor- 
able sanitary conditions. 


HOW MANY SOAKING COMPARTMENTS? 

The Ladewig Washer has ONLY ONE Soak Tank 
for long, continuous soaking at high temperature. This 
outstanding engineering advancement has set a new 
standard for the entire industry and has clearly 
proved its superiority over the old method of multiple 
compartment soaking. 


IS THE WASHER RUGGEDLY BUILT? 

Rugged construction is another great feature of the 
Ladewig Washer. It is built extra strong from load to 
discharge with extra rugged gears and heavy-duty 
shafts operating in ball and roller bearings throughout. 


DOES IT OPERATE SMOOTHLY? 

The Ladewig’s rugged ball and roller bearing construc- 

tion plus its CONTINUOUS ROTARY MOVEMENT 
assure unequalled smooth, quiet operation. Another 


vital point is its gentle handling of bottles from load 
to discharge thus avoiding scuffing, scratching and 
marring of bottles and reducing the likelihood of dan- 
gerous bottle explosions. 


DOES IT REQUIRE EXCESSIVE SERVICING? 
Starting right at its accumulative load, the Ladewig 
is designed specifically to save labor both during 
operation and in servicing. Man hours required to keep 
the machine at peak operating efficiency have been re- 
duced to an all-time low. The same applies to mainte- 
nance and repair costs. 


DOES THE WASHER GET BOTTLES REALLY CLEAN? 
That is exactly what the Ladewig Washer was designed 
for to turn out MORE and CLEANER bottles per 
hour, per dollar. And its impressive record of minimum 
rejects has definitely proved the unmatched efficiency 
of its Long, Continuous Soak and its truly remarkable 
system of Jet Spray Pressure Washes and Rinses! 


DOES IT HAVE AMPLE CAPACITY? 

Ladewig Washers are available in a wide range of sizes 
and models from 6 to 28 wide with capacities from 
60 to 350 bottles per minute thus matching the 


speed of fastest fillers. 


SPECIAL NOTICE — If you are planning the purchase of a new washer — and 


hope to get delivery before the coming season starts — you should place your 
order at the earliest possible moment. So write us at once for our book which 
gives the complete answers to all the above questions —- and many more. 


ARCHIE LADEWIG CO. 
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up the syrups, or will city water be satisfactory? 

A. The same care should be taken in providing 
the syrups with good water that is taken for the 
rest of the beverage, since eventually the syrup will 
appear in the bottle and may introduce contamina- 
tion in the same manner that untreated water will 
Also the presence of turbidity, alkalinity, or organ- 
isms will be just as unsatisfactory in the syvruy 


as they would be in the remainder of the water. 


(). | have plenty of pressure available from 
the city supply to wash my filter and purifier. 
By doing this I can save the cost of treatment 
of the wash water. Is there any objection to 
this? ; 

A. While it is done frequently, it is normally 
not a recommended procedure since contamination 
can be introduced into the filter and purifier by 
allowing untreated city water to enter. The func- 
tion of the Municipal Water Supply Company is 
to provide a water which can be consumed imme 
diately. It may contain some turbidity, as well as 
living organisms. The safest procedure is to use 
only treated water for backwashing the filter and 


purifier. 


@. |T am installing a new treating system. 
Would you recommend the.use of sweated cop- 
per piping? 

A. After the water has passed through the car- 
bon purifier and the chlorine has been removed. 
sweated copper piping will be quite satisfactory 
However, up to that point the high chlorine content 





These pictures show two views of a bottle containing a 
carbonated beverage in which organic life has cultured. 
This particular organism is believed to be a member of the 
yeast family, and normally is not introduced into the water. 
It is more probable that this type of life is introduced 
through faulty washing of the bottles or through the sugar 
or syrup. 





National Bottiers’ Gazette 











may react with the copper. The same is true of 
zinc and brass. An inert material such as one of the 
plastic pipes now available, hard rubber, or glass 
could be used. However, these materials are rela- 
tively expensive. For economy and maximum safet) 
it would be better to use ordinary black iron pipe, 
ingalvanized. 


. What is the best pH for coagulating with 
alum? 

A. The best pH for alum coagulation depends 
on the water to be coagulated. It can only be de 
termined by experiment, by a procedure known as 
jar tests. Where the composition or nature of the 
water is liable to change, such as when the water 
Is taken from a stream, it may be necessary to 
run tests at frequent intervals to be sure that the 
pH for best coagulation has not changed. There is 
no way known of bypassing this procedure. It is 
for this reason that bottlers are now tending more 
O Use COpperas, since the coagulating range of 
copperas is much greater than that of alum and 


not as critical. 


@. fiow much chemistry must an operator 
know to make a continuous sludge blanket de- 
alkalizer work correcily ? 

A. Actually, the operator does not need to know 
any chemistry. In practically all cases the testing 
procedure required is described step by step in the 
manufacturer’s instructions, and the simple calcu 
lations gone through in some detail. Any person 
who can read and write and is not color blind can 


learn to operate one of these units very easily. The 





Scaled pipe. This type of scale can be formed in a soaker 
by the action of heat on caustic, precipitating hardness. 
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ange is a BIG flavor at 


TOP NOTCH NUMBERS. 


Virginia Dare is known for many . . . Vin-Vie Imitation Grape, 
Cream 50... and, of course, ORANGE #19. This 
golden orange "juice type" flavor has become known to 
bottlers everywhere as a business-building flavor. In addi- 
tion to #19, Virginia Dare #12 (2 02z. emulsion) makes 

a popular finished drink. Check Virginia Dare for the orange 
that's best for you... we have them in a variety of 

colors, cloud, and price. For a bright '53 contact the ‘big’ 
house for your ''Big flavor" .. . Orange. 







EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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DIAMOND DIAMOND DIAMOND 
TECHNICAL TECHNICAL TECHNICAL 
SERVICE SERVICE SERVICE 





ENGINEERED CLEANING 
is a three-faced guy 


Do you ever have any washing troubles? If so, there’s something in your 
process that could be improved. 

And how would you go about improving? First test; then prescribe; 
then check up on the results to measure your gain? 

Diamonp Engineered Cleaning follows exactly this pattern. Our Tech- 
nical Serviceman is trained to serve your plant like a doctor, a chemist, 
an accountant. He will first test your water, types of soil, conditions, 
machinery’s efficiency and (this is very important) he will check up on 
the correct use of washing and cleaning compounds by your employes. 
You'd be surprised what great waste we have discovered in many plants. 

The DIAMOND man is competent to prescribe washing and cleaning 
compounds to produce the best results at the lowest cost for your par- 
ticular plant conditions. 

Then your Diamonp Technician, as an accountant, can help you figure 
out how much he has saved you. 

This service costs you nothing. We do it for eood- 
will. It is a long-range benefit to us, if we can save 
you money. Why not take advantage of it. Have a 
Diamond Technical man equip your plant this week 
with Engineered Cleaning. 

For DIAMOND Technical Service, call your nearest 


| peep DIAMOND Sales Office. 
DIAMOND .. 








DIAMOND WASHING COMPOUNDS 


DIAMOND ALKALI COMPANY...CLEVELAND 14 OHIO 





CHEMICALS 


& 


66 








question of color blindness is important since the 
test procedures usually involve color changes. 


@. What is the best pH for a bottling water? 


A. Before the advent of complete water treat- 
ment it had been found that waters having a pH 
of between 6.8 and about 7.3 in general were better 
for bottling purposes than waters of lower or higher 
pH values. However, this was not actually a func- 
tion of the pH, but was a rule of thumb developed 
from experience. A more thorough study of the 
needs of the bottler disclosed that the pH was unim- 
portant, but what was important was the total 
alkalinity of the water. Therefore, it can be said 
that any treated water which has a low alkalinity 
and is otherwise suitable for bottling is quite satis- 
factory regardless of the pH. Actually, at the pres- 
ent time most treating systems produce an effluent 
which has a pH in the neighborhood of 9.5 to 10.2. 
As soon as this water reaches the carbonator, the 
carbon dioxide brings down the pH rapidly to an 
extent depending on the amount of alkalinity in 
the water and the amount of carbon dioxide intro- 


duced. 








These pictures show one of the various types of chemical 
test sets available for use with bottling plant water 
treating equipment. The top picture gives a close-up view 
of the equipment, while the other shows the same test 
equipment on the test bench at the iur right, with 3 filters 
and 3 purifiers surrounding the treatment tank itself. The 
test methods recuired are very simple and can be learned 
by practically anyone with a few moments instruction. 
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Q. How much lime is needed for de-alkaliz- 
ing? 

A. The amount of lime required for de-alkalizing 
depends on the composition of the water. There 
can be no definite quantity given unless the analysis 
of the water is known. The usual procedure in start- 
ing up a de-alkalizer is to calculate a starting dosage 
from the analysis and make any subsequent changes 
as necessary to produce the correct results in the 
treatment. It cannot be emphasized too much that 
the amount of lime required is indicated by the 
chemical tests and not by any theoretical considera- 
tions. Regardless of the starting dosage given, the 
amount of lime fed should be adjusted to the point 
which gives the correct operating results. 


Q. The water I use is very hard. Will a zeo- 
lite softener improve it for bottling? 


A. Definitely not. The value of a water for bot- 
tling does not depend at all on its hardness. It 
depends on its alkalinity, clarity, and freedom from 
organic matter. A zeolite softener is not designed 
to affect any of these. The correct equipment for 
this would be a lime-copperas de-alkalizer, prefer- 
ably of the continuous sludge blanket type. 


Q. I have had my earbon in use for a year. 
Do you think that it should be changed? 


A. Not necessarily. The carbon should be changed 
when it is no longer able to do its job. If you have 
a complete treatment then the measure of the efh- 
ciency of the carbon is its ability to remove chlorine 
As long as no chlorine remains in the water leaving 
the purifier, the carbon is satisfactory. When a 
trace of chlorine appears it can sometimes be re- 
moved by backwashing. When backwashing will no 
longer prevent the passage of chlorine through the 
purifier then the carbon should be replaced. The 
best procedure is to have a spare charge of carbon 
available and use it only when the charge in the 
purifier no longer removes chlorine. This will allow 
you to obtain the maximum efficiency from your 


carbon. 


QY. How often should a filter be unloaded 


and a new charge put in? 


A. A filter if cared for correctly can last for 
many years without replacement of the charge 
However, it should be examined once a year to 
determine its condition. As long as the filtering 
medium is clean and not packed, and the bed is not 
upset, there is no reason for removing and replac- 
ing the charge. It may be necessary to add addi- 
tional filtering medium to bring the depth to the 
correct level. If there is any question, however, the 
complete bed should be replaced since the cost of 
replacement is low compared to the cost of the dam- 
ages which may result if the filter is not in good 


condition. 
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THIS IS 
THE STORY 


Taking on a new franchise 
requires a considerable 
investment by the bottler... an 
investment that won’t pay off 
unless there is a market for the 
product, and it is vigorously 
advertised, locally and nationally. 

Nesbitt’s qualifies for this 
requirement. Orange is second 
only to Colas (mixers excepted) 
in soft drink sales and Nesbitt’s 
is the largest selling bottled 
orange soft drink in the country. 

Nesbitt’s has been advertised 
in National Magazines for over 
a decade. Open territories have 
been presold to a point that 
insures dealer acceptance and 
consumer sal&s. 


Nesbitt’s is distributed in 47 


states but there are a number of 


open territories. At your request 
feltiamettiaalat representative will 
be glad to visit your plant. 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 
Los Aneres 23, California 


Franchise inquiries for Mexico, Central and 
uth Americo address 


Nesbitt's de Mexico 


Edif. La Reinera,,Desp 216, Monterrey, N L., Mexic 


Canadian franchise inquiries 


Nesbitt’s Orange of Canada, Ltd 


52 Queen Street 
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Dr. Pepper Honors 
Veteran Employees 


wt an employee service awards pro- 


gram, held in tne company-owned 
Waco (Texas) plant on January 9th, 
the Dr. Pepper Company, Dallas, hon- 
ored two of its oldest employees in the 
national organization. On hand for 
the ceremonies, and also honored, were 
18 plant employees who represent a 
total of 287 vears of service with the 
bottling firm. Presiding over the pro- 
gram was C. D. Harris, plant manager, 
ana ©. bl. 


serves the organization as vice presi- 


Callaway of Dallas, who 


dent in charge of company-owned 
plants, made the presentation of the 
awards. 

Ellis R. Booker, Negro employee, 
had the distinction of being the oldest 
employee, having joined the firm in 
1900, thus giving him 52 years of con 
tinuous service. He began his career 
with the firm only 15 years after R. S. 
Lazenby perfected the Dr. Pepper 
formula from a fountain drink in his 
Waco water bottling plant in the year 
1885. Booker, without difficulty, can 
recall the time when bottling opera- 
tions were carried out on foot-power 


machines. 


The next oldest employee in the 
national organization is W. G. Dorris, 
now serving as production manager. 
A native Wacoan, Dorris joined the 
organization on June 9, 1909, and is 
now completing his 44th year with 


Dr. Pepper. 


William P. Moore and William H 
Pick, plant employees of the Dr. Pep 
per firm in W: aco, have been with the 


soft drink organization for 30 vears. 


Diamond-studded pins and engraved 
watches were presented to Booker, 
Dorris, Moore and Pick in recognition 


of their many vears of service 


A. L. Ashcraft, William T. Greaves 
and Harris received pearl pins which 
denote that they have been with the 
firm for 15 vears or more, while T. J 
Walters received a ruby pin for his 


10 vears of service 


Five-year, blue sapphire pins we 


o E. Frederick, Biglow, Laddie E 


Broadway, I. H. Bufkin, Sr., William 
Dy. Duncan, Clint T. Field, Juan Gon- 
zales, Raymond W. McMurtray, Ray- 
mond C. Minton, Vernon Powell and 
Walter O. West. 
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Four beautiful girls, each with a bottle 
of Double-Cola, grace the four pages of 
the 1953 Double-Cola Calendar and 
each girl is pictured in a setting to cor- 
respond with each of the four seasons 
of the year. First quarter gal is shown 
above. 





BABY AND “PAPA” 


When baby with wide-open eyes 
gets together with the big “papa” 
size bottle of Dad's Root Beer, the 


result is a warm, human-interest 
photo. Dad's Rooi Beer Co. reports 


that every year it receives hundreds 
of such pictures from loyal con 
sumers. 
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ARKANSAS 

Approximately 700 home economics 
enthusiasts from five counties of Ar- 
kansas were sampled recently by the 
Seven-Up Bottling Co. of Harrison. 
The sampling was a feature of a home 
economics federation meeting at Har- 
rison. The women came from Boone, 
Baxter, Carroll, Marion and Searcy 


counties. 


ALABAMA 

Nesbitt’s Bottling Co., Decatur, has 
signed for a new radio series of Hop- 
along adventures. Sidney C. Schackel- 
ford, owner, believes the weekly 
broadcast will materially bolster his 


sales volume. 


ARIZONA 


Canada Dry Bottling Co., Phoenix, 
is displaying a “Gold Bottle Club” 
award, presented by the parent com- 
pany for sales increase based on per 


capita sales for the territory served. 


CALIFORNIA 

Kist Bottling Co. located on Po- 
trero Avenue, San Francisco, is mak- 
ing full use of its location on an im- 
portant artery of transportation. Win- 
dow displays of its lines are made at 
all times, with special effects during 
holiday seasons... Belfast Beverages, 
Inc., has taken over distribution of 
Calso Water in the San Francisco 


area, Special trucks will be used, with 


bottler 
briets 


Pepsi-Cola, also bottled by this firm, 
delivered separately. . . Lorne Me- 
Kendry, general manager of the Val- 
sweet Corp., of San Francisco, has 
been named president of the Instant 
Beverage Co., makers of “I-Pop,” a 
powdered carbonated soft drink. W.S. 
Morris has been named vice-president 
and R. W. Bartels, secretary... P. D. 
Gross, Dr. Pepper bottler at Sacra- 
mento, has been awarded a new au 
tomobile for his work in boosting Dr. 
Pepper sales in his territory, the 
award being made by the parent com- 
pany. . . The best sales record since 
it was taken over by the Blair Hold- 
ings Corp. in 1946, has been made by 
the Pepsi-Cola Bottling Co. of Los 
Angeles, according to a preliminary 
statement by President V. D. Dardi 

Canada Dry Bottling Co., Santa 
Clara, at a recent meeting of Pacific 
Coast bottlers of Canada Dry held in 
San Francisco, was presented with a 
“Gold Bottle Club” award for sales 
increases. .. Sierra Club Distributing 
Co., Ine., Los Angeles, first bottling 
concern to receive a Donald Duck 
franchise, cooperated in a_ special 
opening promotion event in a large 
Southern California food market. The 
event was marked by the personal ap 
pearances of members of the Walt 
Disney’s art staff... A distributing 
plant to cost an estimated $250,000 1s 
to be built for Bireley’s Beverages 


at Fifth and Cedar Sts., Oakland. The 
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Now you can afford 
electric fork truck 
efficiency 


at just Yo the usual outlay! 


The SpaceMaster Model “J” is the 
ideal fork lift truck for bottlers. It 
gives you all the efficiency — all the 
ruggedness — of full electric fork 
truck operation — and you pay just 
1/4, the usual cost. 

Lewis-Shepard’s unique one-design- 
line makes it possible to produce this 
sturdy, arc welded truck ata price lower 
than any other in the electric field. 

Here are the details: handles pallet 
loads up to 2000 Ibs.; right angle stacks 
in 8’ aisles; turns on a 49” radius; ideal 
for limited floor load capacities; 
weighs under 4000 Ibs. Because it is 


LEWIS-SHEPARD 


a 
z 
Nationwide Service — See “Trucks, Industrial’ : 


in your Yellow Phone Book 





Name 


Company 
Street 


City 


a a a 


Please send Catalog and “Electric Fork Truck Comparison Chart’. 


rugged, it is inexpensive to operate, 
with negligible downtime for mainte- 
nance and inspection. The exclusive 
Lewis-Shepard control features and 
exceptional stability make it ultra-safe. 

Ideal in capacity and operation for 
any size bottling plant, the Model “J” 
can be priced from only $2765, battery 
and charger included. 

Learn how Lewis-Shepard Space- 
Master Trucks are cutting loading time 
in half —and boosting profits — for 
others, and how they can do it for you. 
Write for Catalog and “Electric Fork 
Truck Comparison Chart’, TODAY! 
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Lewis-Shepard Products, Inc. Dept. -29 I 
229 Walnut St., Watertown 72, Mass. i 
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It’s a FLAVOREX fact: 


The real thing 
sells best! 





REAL fruit flavors for your brand— 


GAIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 


Only the plump, finer 
fruits enter FLAVOREX 
*‘quality controlled”’ plant. 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade. 

Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 

. or place trial order for 
Black Cherry and Biack 
Raspberry. Stock crowns 
available. Prompt delivery. 


For the real thing in Loganberry, Blackberry, 


Strawberry and Fruit Punch, get it from — 


MAKERS OF FINE FRUIT JUICE FLAVORS 


AVE., BALTIMORE 2, MD. 





structure will have 25,000 square feet 
of floor space. . . Coca-Cola Bottling 
Co., Santa Rosa, has been given ap- 
proval for an addition to its plant on 
Lewis and Chanate Roads. 


COLORADO 

Three teen-age boys were caught 
just after robbing the Seven-Up Bot- 
tling Co. at Denver, the police being 
alerted by a burglar alarm. Total 
loot, $5. . . The Seven-Up Bottling 
Co., Greeley, has started construction 
of its new plant at Fifth Avenue and 
Sixth Street. The operation hopes to 
occupy the new quarters by March 
Ist. Building is 70 by 140 feet, with 
a 14 foot ceiling. Present location 
of the plant is at 317 East Eighth 
St., and it is managed by G. W. Gates. 
A warehouse at Fort Morgan, Colo., 
was recently completed and put into 


operation. 


FLORIDA 

Florida Coca-Cola Bottling Co., in 
ceremonies lasting two days, recently 
celebrated its 50th anniversary. 
Parent company officials including E. 
J. Forio, Vice President, Coca-Cola 
Co. and Chapman Root, President of 
the Florida Coca-Cola Bottling Co., 
Byron Underwood, Vice President and 
Frank Snell, general manager, headed 
the list of notables. . . Robert Lee 


Nesbitt, president of Orange Crush 
Bottling Co., West Palm Beach, was 
recently married to Miss Carolyn Mil- 
dred Klain. The honeymoon trip was 
to the romantic island of Haiti. 


GEORGIA 

An additional plant within its fran- 
chised area has been set up by the 
Dr. Pepper Bottling Co. of Atlanta. 
The new plant is located at Marietta 
and will be managed by Paul Barrow. 


IDAHO 
P. W. Rust, president of the Old 
Faithful Beverage Co., Inc., Idaho 
Falls, has announced the appointment 
of T. W. Jones as manager of the car- 
bonated beverage division of the firm. 
In conjunction with the annual 
Lewiston Roundup, Seven-Up Bottling 
Co., Coca-Cola Bottling Co. and Pepsi- 
Cola Bottling Co. are planning a bottle 
roundup, enlisting the aid of school 
children. The youngsters will be re- 
warded with free tickets to the cele- 
bration, which is North Central 


Idaho’s biggest annual event. 


ILLINOIS 

Henry G. Johnson, Vice-President 
In Charge of Sales, Chicago Seven-Up 
Jottling Co., has been named Co- 
chairman of the Carbonated Beverage 


& Breweries section of the Chicago 








These seven men have been serving the Double-Cola Bottling Company of Huntsville, 
Alabama, a total of 117 years. Left to right Earl Cooke, (Foreman) 16 years; Joe 
Foster, Jr. (Partner and Manager) 16 years; E. L. Coyle (Sales Manager) 32 years; 
John O. Broadway (Office Manager) 15 years: E. D. Kinnibrugh (Salesman) 12 years; 
Foster Butler, (Salesman) 13 years; and Herbert Cowley (Foreman of Vending Ma- 
chines Department) 13 years. The Advertising car, equipped with loud speakers, is 
frequently used to pull the large special built trailer to serve Double-Cola and sand- 
wiches to baseball and football games and other large gatherings. 
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Heart 
Carl E. Fried, Daniel J. Lennon, John 
D. Tobin and Daniel R. Wangler, Chi- 


cago Seven-Up Bottling Company are 


Fund Drive. Sales Counsellors, 


also members of Mr. Johnson’s com- 
mittee. 

One of the talent 
over WTAX, the winners of 
which were given an all expense paid 
trip to the 


sponsors to a 


contest 


President 
Bottling 
. Construction of a 


inaugural of 


Kisenhower, was Seven-Up 
Co., Springfield. . 
new building for the Seven-Up Bot- 
tling Co. of Madison, IIl., 
pleted in March, E. F. 


eral manager announced recently. All 


will be com- 


Wagner, gen- 


new production equipment will be in- 
stalled in the plant by April 1. 


INDIANA 

To speed up production, the Seven- 
Up Bottling Co., Terre Haute, has in- 
stalled a Liquid rotary accumulating 


table and a Model C Auto Dixie. 


IOWA 

Purchase of Nesbitt 
and Nesbitt Vending Co., Davenport, 
by Clyde 


in both 


3ottling Co 


Braun, a former partner 


firms was announced in Jan- 
uary. Mr. Braun and late Roy Triplett 
1944 
since the death of Mr. Triplett, Mr. 
$raun has been in charge of the busi 
Nesbitt Root 


Beer and a general line of flavors is 


operated the concern since and 


Orange, Howel’s 


ness. 
made. Bonus checks ranging up to 


two weeks pay for older employees 
were given out by the Seven-Up Bot- 
Waterloo at 


Jottling Co., 


the year’s 
Fort 


warehouse 


tling Co. of 
end. . . Pepsi-Cola 


Dodge, is building a new 
at the southwest edge of the city. The 


building is being erected on a 6-acre 


tract of land and will be a one-story 
cement block building 48 by 8&0 feet 
in size... The Seven-Up Bottling Co., 


Dubuque, has moved to new quarters 
at 465 White St. W. H. 


manager of the development. 


Stevens 1s 


KANSAS 
Lesley Siegrist is the new owner of 
the Nesbitt’s 


Two hundred plant employees, 


plant in) Emporia 

wives 
and Pepsi-Cola distributors from the 
area attended the Christmas 
staged by the Wichita Pepsi-Cola Bot 


tling Co. at 


party 


a local country club. Em 
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furs --- 2 Chinchilla 


A chinchilla coat sells for probably $30,000.00 . . . 
tiny chinchillas. These little fellows, which provide “tops” in silky, luxurious 
fur, live high in the icy Andes; are only rec ently being raised on scientific fur 


requires at least 120 pelts of 


farms in the United States. 


Hutchinson Crowns are small too... but have proven “tops” for America’s 
Precision manufacture, bright, clean, sharp printing .. . 


Dependability and willingness to come 


finest drinks. these 


distinguish Hutchinson Crowns. 


through in emergency. . . these distinguish Hutchinson service. 


HUTCHINSON CROWNS 
1p for God Drinks’ 


NORTH CICERO AVE. CHICAGO 51, ILL. 








W. H. HUTCHINSON & SON, INC. + 1031 





MAKE GRAVITY WORK FOR YOU! 








SPEED MATERIALS 


HANDLING with FARQUHAR 


Roll-Free 


GRAVITY CONVEYORS 





Speed your production and cut 
materials handling costs with de- 
pendable, economical Farquhar 
ROLL-FREE gravity convey- 
ors. ROLL-FREE conveyors are 
designed to move your boxes, 
crates and cartons smoothly and 
easily, through many years of 
trouble-free service. 
Whether you 
gravel, sand, aggregates, car- 
tons, boxes, bundles, bales, or 
any kind of bulk or packaged 


move coal, 






OLIVER 
arnguhar 


CONVEYORS 
— 
| Gentiemen 
POWER-BELT | 
AND Oy 
GRAVITY fie 
CONVEYORS | ci, a 
_ 
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FREE “Owners Reovort 


tories showing typical money-seving 
conveyor installations. 







MAIL COUPON FOR YOUR COPY 3s 





materials horizontally or from 
floor to floor -Farquhar can cut 
your handling costs to rock bot- 
tom! One or more of the com- 
plete line of Farquhar portable, 
semi-permanent and permanent 
power-belt or gravity conveyors 
will solve your handling prob- 
lem. Our engineers will be glad 
to consult with you... at no 
obligation! 


tookiet of case his- 


THE OLIVER CORPORATION | | SSeervoes 
A. 8. Farquhar Division “ah 
Conveyor Dept. 
Dept. F-52, York, Pa. 


Please send me my free copy of ‘‘Owners Report. 


“eo Zone State 
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ployees with long service records were 


singled out for special honors by J. 
W. Gerhardt, president of the com- 
pany... Clay Center Bottling Co., Inc., 
Clay Center, has received a charter 
to bottle soft drinks. Edward H. Hoh- 
man is resident agent and capital is 
listed as $10,000. 


LOUISIANA 

William N. James has joined the 
staff of the Ouachita Coca-Cola Bot- 
tling Co. as sales manager. Mr. James 
came to the company from Raleigh, 
North Carolina. 


MAINE 

C. Leary Company, Bangor, which 
has been operating for several years 
at 118 Exchange St., has obtained a 
lease on new property at 600 Main St., 
where modifications are underway in 
preparation for moving in the com- 
pany’s bottling machinery. 


MICHIGAN 

Coca-Cola Bottling Co., Port Huron. 
now has a capacity of 3,600 bottles 
per hour, is planning the installation 
of new equipment doubling the ca- 
pacity. The company services St. Clair, 
Sanilac and Huron counties. 


MINNESOTA 


Pipestone Beverage Co., 


Pipestone, 





WORLD'S LARGEST BEVERAGE DISPLAY? 





EE BOTTLING Co. 





THE NEW QUONSET STRUCTURE housing 
the Seven-Up Bottling Company of Mis- 
soula, Mont., is pictured above. Situated 
in the downtown area, the building meas- 
ures 100 by 40 feet. The Missoula opera- 
tion, which went into production last 
March, is owned by the Seven-Up Bottling 
Company of Butte, Mont. 





owned and operated by William Mce- 
Keon, has acquired the Nesbitt’s fran- 
chise. . . Clay Harris of Huntington, 
West Virginia, has been appointed 
general manager of the Duluth plant 
of the Coca-Cola Bottling Co. of Min- 
Bottling Co., 
Minneapolis is busily engaged in oper- 


nesota. Seven-Up 
ations in its spanking new plant on 
E. 44th St. The company is particular- 
ly proud of its filler, which handles 
up to 450 bottles per minute. Walter 
F. Rabe is president of the company. 
Seven-Up Bottling Co., Ortonville, has 
added a new 50 by 75 tile building to 
its present warehouse in Watertown. 
The addition is suitable for installa- 


ry 


j 


This display in a gas station at Dubuque. Iowa, consists of 2,200—7-Up Family Packs 
and was placed at a Conoco Service Station by W. H. Stevens, manager of the 
Dubuque 7-Up operation. Sales the first day from this display amounted to more than 
a years normal sales thru this outlet. Customers reacted very favorably to the 
special service of placing a 7-Up Family Pack in the car trunk by the service station 


operator. 
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tion of bottling equipment in the fu- 
ture. 


MISSOURI 

A B-1 franchise has been issued to 
the B-1 Bottling Co. of St. Louis for 
their second operation to be located 
at Springfield, Illinois. . . The Coca- 
Cola Bottling Co., Mountain Grove, 
Mo., operated by Walter Barnes, has 
added B-1 to its line. 


MONTANA 

The Pepsi-Cola Bottling Co., Red 
Lodge, has added considerable new 
equipment and enlarged the sales staff. 
M. Dimich, Jr., has returned to the 
firm, following two years of service 
in the Navy and has been: appointed 


sales manager. 


NEBRASKA 

A 1900 GPH Infilco treating plant 
has been installed by the Seven-Up 
Bottling Co., Omaha. . . Production is 
now rolling merrily in the plant of 
the Seven-Up Bottling Co., Lincoln, 
with the installation of a 32 spout Li- 
quid filler. 


NEW JERSEY 

Pepsi-Cola Bottling Co., Asbury 
Park, recently completed installation 
of a Model 226-16 wide Ladewig bottle 


washer. 


NEW YORK 

Nicholas L. Baross, formerly of the 
Seven-Up Bottling Co. of Johnstown, 
Pa., has been named manager of the 
Seven-Up Bottling Co. of Jamestown. 
The plant is a branch of the Seven- 
Up Bottling Co. of Buffalo, N. Y. Mr. 
Baross is an ex-submariner, having 
spent 38 months in the Navy. 


NORTH CAROLINA 

Dr. Pepper Bottling Co., Parkton, 
recently celebrated its first anniver- 
sary. The company has shown a re- 
markable sales gain, and has placed 
more than 100 S-96 vendors. .. A new 
sugar lift is gracing the syrup room 
of the Seven-Up Bottling Co., Durham. 
... Two 1000-pound dry ice converters 
were recently installed by the Seven 


Up Bottling Co. of Winston-Salem. 
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The bright sparkling SunCrest bottle 
is catching the eye of more and more thirsty 


people every day. 


SunCrest’s fresh tangy flavor just naturally hits 
the spot with youngsters and grown-ups, too. 
Its wholesome goodness means more 
over-the-counter and take-home sales for 


SunCrest bottlers everywhere. 
For a real sales builder, investigate franchise 
openings in your territory today! Write, 


wire or phone for details! 
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Rafter-high storage of bulky boxed cereals at Kellogg Co., Battle Creek, Michigan. 





— 


Put ’em up 


storage capacity and overcrowding floor space . . . start 


. stop lacking 


stacking capacity-loads and cash in on otherwise wasted 
overhead space. Stacking is just one of countless handling 
jobs you can count on Towmotor to keep on doing better. 
“Man-Hour Thieves” tells the complete cost-cutting story. 
Write for your copy and name of your nearest Towmotor 
Representative. Towmotor Corporation, Div. 6202, 1226 


E. 152nd St., Cleveland 10, Ohio. 


._ TOWMOTOR 


THE ONE-MAN-GANG 





ORK LIFT TRUCKS and TRACTORS 
SINCE 1919 


RECEIVING © PROCESSING © STORAGE @ DISTRIBUTION 
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NORTH DAKOTA 

An exchange of gifts marked the 
Christmas celebration of the Seven- 
Up Bottling Co., Bismarck. J. F. Gur- 
ren, head of the company, distributed 
Christmas checks and a turkey to each 
family among his employees, and in 
turn received a card table and snack- 


bar combination from them. 


OHIO 

Coca-Cola Bottling Co., Cleveland, 
are co-sponsors with the “Cleveland 
Press” of an air meet of model planes 
constructed and flown by local boys 
and girls. Winners received trophies. 

. Paul Campbell, Richard Overhold, 
and Charles Bennett, distributors at 
the Seven-Up Bottling Co. of Toledo, 
have been promoted to the position 


of Sales Counselors. 


OREGON 

Kugene Seven-Up Bottling Co. has 
won fifth place in a national holiday 
sales contest in competition with all 
U.S. markets in the 100,000 to 150,- 
000 population class. Owned and man- 
aged by G. L. Murray, the company 
was the only plant on the Pacific 
Coast placing in the top 10 in its mar- 
ket classification. Jerry Upp, route 
salesman, placed among the top win- 
ners for individual sales perform- 
ances. Lou Lecouris has been pro- 
moted to route manager at the Seven- 
Up Bottling Co. of Portland. He was 
formerly a route sales maker. The 
plant is managed by W. R. Moore. 


PENNSYLVANIA 


A Model 226-12 wide Ladewig bot- 


White 


SPARKLING 








tle washer has been installed by the 
Pepsi-Cola Bottling Co., Saxton. 


SOUTH CAROLINA 
Pepsi-Cola Bottling Co., Greenwood, 
recently installed a Model 226-12 wide 


Ladewig bottle washer. 


TENNESSEE 
Hartman Pepsi-Cela Bottling Co., 
Knoxville, has installed a 24-wide 
Ladewig Bottle Washer in conjunction 
with a new 40 spout filler. This ma- 
chine, which has a capacity of up to 
300 bottles per minute, is the same 
which was exhibited at the company’s 
booth at the ABCB exposition. 
A Model 101-24 wide Ladewig bottle 
washer has been installed by the Pepsi- 


Cola Bottling Co., Johnson City. 


TEXAS 

Seven-Up Bottling Co., Uvalde, has 
.. The 
Dr. Pepper Bottling Co., Ranger, pre- 


installed a new water cooler. . 


viously owned by M. L. King, has been 
purchased by W. O. Hayter, who also 
owns the Dr. Pepper Bottling Co. at 
Abilene. This will be an exclusive Dr. 
Pepper operation. ... Construction is 
well on the way on a new building for 
Sottling Co., 


Big Spring. The modern bottling plant 


the Texas Coca-Cola 


is being erected on a site measuring 
208 by 385 feet, and will have 26,000 
square feet of floor space. It will be 
equipped with modern machinery and 
have fully air conditioned bottling de- 
partment, offices and sales rooms. . 

Golden Age Bottling Co., Houston, is 
now bottling ‘“‘Chok-A-Fizz” in seven 


ounce bottles. . .. T. G. Chase, who 


Rock. 


BEVERAGES 


The importance of keeping equipment in shape is stressed by Patrick H. Healy. 
manager of the White Rock Bottling Co., of Ogden, who just acquired a fleet of 7 new 
Chevrolet trucks—six of which are shown and three new office cars. 
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operates the Chase Bottling Co., Waco, 
is now bottling Nesbitt’s exclusively, 
having discontinued his other fran- 
chises and flavors. ... Robert E. Smith 
and C. B. Chesterman have taken over 
ownership and operation of the Seven- 
Up Bottling Co., Lubbock. Mr. Smith 
will serve as manager of the develop- 
ment.... 4 After 46 years of operation 
in the original location in Waco, Dr. 
Pepper Bottling Co. is making plans 
to move into a new building, which 
is expected to be under construction 
this vear. This was the original home 
and first plant to bottle Dr. Pepper. 
The tract for the new site has already 
been acquired and measures 385 ft. by 
B00 it.«<:.4 A four alarm fire caused 
extensive damage recently to the plant 
of the Seven-Up Bottling Co., Dallas. 
The blaze, apparently caused by faults 
Wiring, damaged the building, a bever- 
age truck, 10,000 cases of filled goods 
and two cooling units. Damage was 
estimated at $150,000... . In Tyler, 
Texas, Coca-Cola Bottling Co., route 
salesmen distributed miniature iron 
lungs for the March of Dimes January 
campaign. The Dr. Pepper Bottling 
Co., Austin, similarly cooperated in 
the Polio Drive. ... z An exclusive B-1 
franchise has been issued to James T. 
Root, B-1 Bottlers of Del Rio, Texas. 
The initial production and merchan- 
dising program have already begun. 

A dispute over pay rates, pulled 
235 of the 300 employees of the Hous- 
ton Coca-Cola Bottling Co. plant out 
on strike. T. C. Evans, general man- 
ager, operated the plant on a limited 
basis, using supervisory personnel, and 
kept at least one of his four bottling 
lines in operation. . .. H. S. Kirk- 


patrick, manager of the Dr. Pepper 
Bottling plant, San Antonio, was 
awarded a ruby-studded pin in recog- 
nition of 13 years service with the 
company. Presentation was made by 
C. L. Callaway, vice president in 
charge of company-owned plants for 
the Dr. Pepper Company. 


WASHINGTON 


The Crush Grapette Bottling Co., 
Seattle, has added Dr. Swett’s Root 
Beer to its line... . Work is nearing 
completion on the Coca-Cola Bottling 
Inc.’s new $200,000 plant in Spokane. 
The 116 by 228 foot building is vir- 
tually finished except for interior 
touches. 


VIRGINIA 


A Model 226-24 wide Ladewig bottle 
washer has been installed by the Pepsi 
Cola Bottling Co., Richmond. 


WEST VIRGINIA 

Carl White, B-1 Bottling Co., Rich 
mond, West Virginia, has been granted 
an exclusive B-1 franchise in the 
Richwood territory. ... Don Stewart 
has been made Sales Counselor for the 
Seven-Up Bottling Co., Inc., Charles 
ton. The operation is located at 700 
Lewis St. 


WISCONSIN 

The Squirt-Nesbitt Bottling Co. has 
purchased the property on which if 
operates, for a reported price of $199,- 
000. The two-story brick building is at 
3232 W. Burleigh Street, was built 


six vears. 





P. P. O'Connor 


sisters. 





Peter Paul O’Connor, M. D., 60, president of 
Frank B. Lomax Co., Inc., Chicago, died December 
llth. He was a graduate of Loyola University 
School of Medicine and a member of Chicago Medi- 
cal Society and American College of Surgeons. He 
served as Lieutenant-Colonel in the 
Medical Corps during World War I. 

Dr. O’Connor is survived by his widow, one son, 
James S. O’Connor, General Sales Manager, Frank 


B. Lomax Co., Inc., a daughter, a brother and four 


S. Army 
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VEKO*20001s te 


ONLY ORANGE THAT 
CAN MAKE THIS OFFER 


IF YOU DON'T AGREE 
THAT +2000 GIVES 
YOU THE FINEST 
ORANGE DRINK 

YOU CAN BOTTLE... 





WE'LL GIVE YOU 


DOUBLE 


YOUR 
MONEY BACK 


VEKO *2000 
ORANGE JUICE BASE 


(PACKED IN VACUUM CANS ONLY) 
Just do this... 


1 ORDER A TRIAL GALLON CAN @ $4.00 delivered. It 
e has all the Citric Acid, Benzoate and Color necessary for 


the finished drink. 





? Bottle +2000 Orange according to our tested bottling 
e instructions. Use it 1-17. 


3 Put it through any taste test you wish . . . and if you don't 
e agree that +2000 gives you the finest Orange Drink you 
can bottle . . . Return the unused portion within 60 days of 


invoice date and we'll give you DOUBLE YOUR MONEY BACK. 





Authorized by 


‘ Pr 4 DMB2 : 
, ease send me 

———P a TRIAL GALLON of +2000 ORANGE @ $4.00 - 
; delivery included 4 
: Name 
. Address 
1 City State 
' i 
i 
- 


NOW! 


<P> 


Vf Mohastamm Ine. 


329 CANAL STREET NEW YORK 1 
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What We Need In ’53 
Is Better Employee Relations! 


By 

Paul C. Haase 
Double-Cola Co. 
Chattanooga, Tenn. 


we're leaving last year 
\, si rout far behind! 







J 


FRONTIER RACKS 


ARE OFF TO A GREAT BIG START 


PROGRESSIVE BOTTLERS ARE 
ORDERING NOW TO INSURE AN 
ADEQUATE SUPPLY OF RACKS 
THROUGH THE ENTIRE YEAR! 


PUT FRONTIER RACKS TO WORK EARLY 
AND REAP THE BENEFIT OF MAXIMUM 
RETURNS THE YEAR AROUND! 


SHOWN HERE 'S THE SAFETY CHAL- 
LENGER *+345—just one of the famous 
FRONTIER line of racks—featuring the 
MOST in advertising value for beverage 
display. 


WRITE FOR CATALOG TODAY! 


MANUFACTURING COMPANY 


~ DALLAS « TEXAS - 


“wp. 0. BOX 7346 
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Good employee relations involves more than “lip service”. . . It means 
carefully discussing sales problems, inspecting delivery systems and 
keeping in close personal touch with the sales-delivery staff. 





q my humble opinion, we are in the 
best business in this grand Nation of 
ours. | wonder how many of you will 
agree with me? Okeh it’s a lousy 
yame, a rotten racket, an isolated busi- 
ness! A losing business! BUT WHAT 
ARE WE DOING ABOUT IT TO 
MAKE IT A GOOD, SOUND, WELL- 
MANAGED, PROFITABLE BUSI- 
NESS? That is the question! 

Due to the fast changes and the 
fact that we are living in an Atomic 
Age, we are, in many instances, oper- 
ating under an old, antiquated man- 
agement procedure. You don’t believe 
me? Well, will you agree that we would 
not have the acute labor disputes 
which we have had in the past, and 
still have at the present time, if Man- 
agement had not “mismanaged” itself ? 

If Management would get into the 
present day gear, making employee 
relations Priority Number One, then 
and then only, would we be in a posi- 
tion to counter all of the grievances 
we are encountering today. Manage- 
ment must know all employees, their 
problems, work and duty assignments 
Management must delegate its work 
assignments to well chosen humanly- 
minded leaders, who have a thorough 
knowledge of their own duties as well 
as the duties they delegate to others 

Bottlers must not get too far away 
from their employees. Too many exec 
utives make it difficult for the average 


employee to walk into their offices and 
discuss a grievance, a new idea, or 
what competition is doing. Too many 
businesses operate under the “channel 
of authority” line of procedure before 
discussing a problem, an idea, or what 
competition is doing, before it reaches 
the boss. In many cases these problems 
or factors are drowned in the midst 
of this “channel of authority” before 
it is called to the attention of the boss, 
because of jealousy, plant politics or 
because it will “show up” the Super- 
visor. 

Being well acquainted with each and 
every employee, knowing his name, 
knowing his individual problem, pays 
off in the long run, pays off tremen- 
dous profits. A pat on the back, a good 
word to the employee by the boss, 
pays off, particularly in the beverage 
industry. Daily contact by the boss 


with every employee, wherever possi- 


ble, pays off big dividends, whether 





National Bottlers’ Gazette 





> Sale 























Make regular visits to the bottling department. An experienced bottler can often spot a 


weakness in plant operation before trouble develops. At the same time, he can help 


teach and train employees. 





the boss has a small office or an im- 


maculate office with his name and title 


painted in gold letters on the office 
door. 

When you stop to think of it, the 
employee has made all of this possible 
and should enjoy the liberty of sitting 
in the boss’ office 

What am I leading to? Well, here it 
is—if we would forget that we are 
“Presidents,” “V.P.’s” and bosses, and 
work day in and day out with our 
partner employees, this industry would 
prove itself to be the best business 
investment we have’ ever made. 

It is a MUST for every bottler, 
whether he operates a small, medium 
or large plant, to be on the ground 
floor in his plant daily, the first one 
at the plant to open the door, greeting 
all the employees, checking the daily 
agenda, personally assigning work 
loads to inside and outside personnel 
A good bottler is one who passes this 
training and experience on to his assis 


tants and his employees 


Are You a Good Bottler?... 


A good efficient bottler is one who 
trains his associates to maintain a 
clean, modern, well kept bottling plant 
A plant kept in good repair, in good 
clean shape, well painted, to the extent 
that it will be recognized in the com 
munity as a FOOD PLANT, an ir 
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dustrial organization, which is pointed 
to with pride by the residents, civik 
leaders and municipal leaders of that 
community. 

A good efficient bottler is one who 
trains his associates to maintain a 
clean, well-painted and identified fleet 
of trucks, 


clean and smartly-dressed salesmen 


manned by well-trained, 


driving these trucks as conveyances to 
make deliveries to the dealer outlets 

A good, efficient bottler is one who 
trains his salesmen to act as good 
delivery, sales promotion, merchandis 
ing, advertising and public relations 
representatives. (NOTE: YOU CAN 
TEACH A GOOD SALESMAN TO 
DRIVE A TRUCK BUT IT IS DIFFI 
CULT TO TEACH A TRUCK 
DRIVER HOW TO SELL!) An effi 


cient: bottler is one who trains his 


salesmen to keep their trucks in good, 
apple pie order, checking constantly 
each truck with the salesman. Did you 
ever think to ascertain if the glove 
pocket in the dash is clear, if under 
neath the seat is clean, if the advet 
W ould 


vou believe that from actual experi 


tising compartment is clean? 


ences I have found glove por kets 


jammed with unused order books, dirty 


route books, bottle openers, dirty 
loves ? Under the seat of trucks I have 
found dirty cartons, pieces of adve) 
tising (which should have been used 


vears ago), competitive bottles and the 


advertising compartments in like 


order. Right here is where many of 
our profit pennies go! 

An efficient bottler is one who trains 
his salesmen to sell beverages to all 
of the beverage outlets operating in 
his territory. 

An efficient bottler is one who trains 
his salesmen to get into the habit and 
stay in the habit of giving good, clean, 
well-mannered, punctual service to 
every outlet and to make it a MUST 
that: 

1. He knows the initials and names 





RED DIAMOND 


of every dealer outlet as well as 
the trade names. 

He has every outlet well stocked 
with his beverages 

A. Right hand side of cooler box 
B. Mass carton displays 

C. A good reserve stock 

He has every outlet well identi- 
fied with inside and cutside point 
of purchase advertising mate- 
rials and keeps these silent sales- 
men well dressed. 

He continually calls on new out- 
lets daily, religiously, increasing 





EXTRACTS 
Havers of charadter 


A full line plus special formulas 
for your every flavoring need. 











SERVING THE CARBONATED 
BEVERAGE INDUSTRY 








FOR OVER 


YEARS 


. for this valuable free booklet 
crammed full of facts — formulas — tables 
and other helpful information plus 

a complete descriptive list and prices on 


Red Diamond flavors. Samples on request. 


THE LIQUID CARBONIC CORPORATION 
3100 SOUTH KEDZIE AVENUE e CHICAGO 23, ILLINOIS 













his distribution and consump- 
tion, increasing dealer profits, 
bottler profits, and his own earn- 
ings. 

An efficient bottler is one who is well 
acquainted with every dealer on every 
route and one who takes the time to 
work with his salesmen on the routes. 

An efficient bottler is one who gets 
together with all of his employees at 
a round table discussion at least twice 
a month for an overall meeting and 
every Monday early in the morning 
for a brief meeting. 


A good bottler is one who works, 
instructs, counsels, guides, supervises 


and mothers all of his employees. 


In the main, an efficient bottler is 
one who has a full knowledge of all 
the mechanics necessary to be used in 
a smooth running, profitable bottling 
plant operation. 


What is most essential in our indus- 
try today is the close supervision of 
all employees by the bottler to the 
extent that he knows that all of them 
know what to do, when to do it, where 


New bubble Up 


Program 


« Fast-growing lemon-lime 


© Sure year-’round profits 


© Big eye-appeal bottle 


@ Advertising !!! 


© Special bottle program 


Write, wire or phone. Our 


representative will explain 
the outstanding franchise 
program of the industry... 


BUBBLE UP Corporation 
39 S.E. 4th St., Rochester, Minnesota 





to do it and, above all, to do it on a 
profitable basis for all concerned. 

In my travels, and my contacts with 
bottlers, I have been told about the 
terrific turnover of salesmen, to the 
extent that most of them admit that 
they do not know what to do about 
the situation. 

If we, as bottler employers, would 
adapt ourselves to the modern trend 
of setting up a training program for 
all new employees, setting up a flowing 
supervisory program, supported by a 
helpful educational program for the 
salesman, plus very close assistance 
from the bottler, in my opinion, the 
turnover of employees would decrease. 
Too many bottlers are prone to leave 
the salesman on his own. A_ good, 
efficient bottler counsels with his sales- 
men, works with his salesmen and, 
when working with his salesmen, by 
“persuasion and example,” teaches 
them to become expert beverage sales- 
men. 

We must take stock of ourselves 
NOW and prepare ourselves with the 
necessary Manpower, in order to make 
the vear “53” the most profitable one 


in our industry! 


National Award 

To Whistle—Vess Beverage 
In competition with advertisers 

from all parts of the country, the 

entry of Whistle Vess Beverages, 


Inc., St. Louis, won the coveted 
1952 Merit Award of the Affiliated 
Advertising Agencies Network. 





WIN ADVERTISING AWARD 

L. C. Crook, Vice-President, and G. R. 
Ames, Promotion Manager, Whistle and 
Vess Beverages, Inc. of St. Louis, beam- 
ing over the award plaque for their 
Outdoor Painted-Wall Design. 





The AAAN competition took 
place late last year at the Waldorf- 
Astoria in New York. Hundreds 
of outstanding examples of adver- 
tising in all media were studied, 
evaluated and winners selected by 
a jury of experts. Judges included 
some of New York’s biggest names 
in the advertising profession. 

Padco Advertising Company, the 
Whistle-Vess advertising agency 
was cited in the award. 


Over 11,000 Bottle Crowns 
Wins Mission Contest 

Miss Janet Webster of Clats- 
kanine, Oregon, accumulated over 
11,000 Mission bottle crowns to 
win the grand prize in a contest 
sponsored by Edwin’ Treharne, 





CONTEST WINNER... 

Pretty Janet Webster receives Rose Bowl 
game tickets from Mission president 
W. D. Aitken as part of her award. 





owner of the Mission Beverage 
Company of Seaside, Oregon. She 
is shown standing by the Christ- 
mas tree in the lobby of the Mis- 
sion plant at Los Angeles receiv- 
ing tickets to the Rose Bow! Game 
for herself, her sister Judith, and 
her mother, from W. D. Aitken, 
president of Mission Dry Corpora- 
tion. 

The prize awarded included the 
trip to Los Angeles with all ex- 
penses paid, a tour of Hollywood, 
and grandstand seats for the Rose 
Bow! Parade in Pasadena on the 


morning of New Year’s Day. 
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SAMPLING PAYS OFF... 


(Continued from Page 13) 

arranging with the store owner or 
manager to place a mass display of 
cartoned beverages adjacent to the 
counter, table or booth where the dem- 
onstrator is working. Display banners, 
window streamers, counter displays, 
etc., help to advertise the product, and 
should be used wherever and whenever 
the retailer will permit. Thus, the 
triple purpose of the store demonstra- 


tion 1s to advertise the beverage, sam- 





February, 1953 


ple the beverage, and sell the beverage. 


Use Experienced Demonstrators 

Experience shows that trained dem- 
onstrators get better results than 
people who are inexperienced in this 
type of work. In most cities there are 
agencies through which women can be 
hired who are familiar with store 
demonstration techniques. These peo- 
ple know how to approach consumers, 
how to sample a beverage effectively, 
and how to use a few tested selling 
sentences to emphasize the quality of 
the drink. They are more consistent 
workers, and handle themselves in the 
stores without discord or disruption 
of normal routine. 

After setting up the schedule of 
store demonstrations, making sure 
that locations are right and the pro- 
gram is extensive enough to afford 
good coverage of the market, the next 
step is to brief the demonstrators on 
how the drinks can be presented and 
sold to best advantage. They should 
also be told how and where the dem- 
onstration stands or tables will be set 
up, What merchandising materials will 
be used, what the sales objective is 
(carton sales, for instance) and what 
arrangements have been made to set 
up floor displays, place point-of-pur- 
chase advertising, and to service each 
outlet so that no merchandise shortage 


develops. 


Do A Complete Job 

The principle which applies to all 
advertising and sales promotion ap- 
plies with equal significance to store 
demonstrations—namely, organize the 
project in such a way as to do a thor- 
ough and consistent job. This means, 
to summarize, selecting a group of 
experienced demonstrators and in- 
structing them carefully on what they 
are to do. It means selecting retail 
outlets carefully, and selling each 
dealer on the advantages of the dem 
onstration work. It means using every 
possible merchandising support 
mass floor displays, point-of-purchase 
advertising, and, possibly a give-away 
such as balloons for youngsters, ad 
vertising fans, or some trinket to dra- 
matize and popularize the event. It 


also means consistent servicing by 


seeing to it that the demonstrators 
get to the proper stores at the proper 
times, that tables or stands are set 
up, that merchandise is on hand (even 
though it may have to be consigned in 
some cases), and that supplies of bev- 
erages, advertising materials, paper 
cups, ete., are always available. If 
these things are done, the net effect 
of the campaign should be equivalent 
to a hard-hitting advertising and pro- 
motional drive, and more productive 
dealer relations should result. 


WATE 
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CAPSULE STATISTICS :— 


The average new’ market 
boasts a parking lot 214% times 
the size of the store—with 89% 
of the units having an average 
lot of 23,645 sq. ft. There are an 
average 32.2 employes who han- 
dle about 4,997 customers a 
week through 4.4 checkouts per 


store. 











is the foundation 
of your beverage! 





P&R Water Conditioning System 


Pure water is an absolute must for a satisfactory beverage. So why take chances 
with an inferior drink and dissatisfied customers? Install a reasonably priced 
positive acting P & R Water Conditioning System. The P & R System is simple in 
design, yet incorporates all features necessary to a satisfactory water supply. 
They have proved their outstanding value under all kinds of operating conditions. 


Automatic in operation. Let our chemists study your needs and specify the exact 


equipment required in your locality. No obligation. 


WRITE FOR FURTHER INFORMATION 


Backed by 
Over 25 Years 


Experience 


P.O. BOX 1042 





ATLANTA, GEORGIA 
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Huge Turnout 
At Texas Bottlers 
50th Convention 


TH 0%. than 600 bottlers and supply trade repre- 


sentatives convened in Fort Worth Jan. 25, 26, and 
27 for the 50th anniversary convention of the Texas 
State Bottlers Association. 

Joining the Texans in their “Golden Anniversary” 
meeting were the president and several directors 
of the American Bottlers of Carbonated Beverages, 
and other industry leaders. 

Principal speaker for the opening business session 
of the convention was E. Robert Anderson of Ro- 
chester N. Y., ABCB president. Two ABCB direc 
tors, J. W. Davis of Roanoke, Va., Edwin Wagner 
of Madison, IIl., joined six Texas bottlers on a panel 
discussion of “Current Problems,” on the second’ 
day’s program. 

Anderson in his address, “Progress Through Or 
yonization,” urged that bottlers cooperate on local 
levels to “tell your story” through advertising. An- 
derson advocated the use of newspapers as the adver- 
tising medium. 

The ABCB’s public relations department and local 
advertising agencies could prepare suitable copy for 
such use, he pointed out. Other industries have util- 
ized these same ideas and have found the rewards 
yratifying, he continued. 

Tuesday morning, the panel discussion and an 
address by John T. Tabor, assistant to the president 
of the Seven-Up Company, St. Louis, Mo., concluded 
the business and program sessions. Officers for 1953 
were elected at noon that day. 

Sitting on the panel along with the ABCB direc 
tor were W. L. Dorris of Fort Worth, Sam Dunham 
of Corpus Christi, Cliff Mathews of Houston, Con 
rad Dunagan of Monahans, R. E. Nichols of Amar- 
illo and H. W. Shirley of Childress. Cliff Carter, of 
Bryan, vice president of the association, served as 
panel moderator. 

J. Claude Smith of 


president of the association for 1953. Carter was 


Brownwood was _ re-elected 
again named first vice president. W. L. Dorris of 
Fort Worth was elected second vice president. Others 
re-elected were Virgil Musick, secretary; R. A 
McDaniel, treasurer, and Guy Cowser, sergeant-at 
arms 

Texas Longhorns, supply affiliate, re-elected Fred 
Bading as president at a meeting during the conven- 
tion. H. Lee Bedingfield was re-elected secretary- 
treasurer, and Frank C. Pursley was elected vice 
president. Directors for 1953 are Otis Whitehead, 
Jack Wheeler and Herman Heitzner. 
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man, E. Robert Anderson, Truman Gill, and R. A. Jolley. 
Standing: Wilbur Glenn, Frank Snell, E. A. Bostrom. 
R. A. Reynolds, and Edwin F. Wagner. All are A.B.C.B. 
officials. 


TRADE LEADERS AT TEXAS MEET... 

A host of industry leaders, some pictured above, joined 
Texas bottlers in celebrating their 50th anniversary con- 
vention. Seated, left to right: Thomas Baker, Al Bea- 





ident, Claude Smith: 2nd vice-president, W. L. Dorris: 
secretary, Virgil Musick. and treasurer, Ray McDaniel. 
Standing are Directors J. H. Callaway. H. W. Shirley, 
E. A. Staats. Otis McMinn, T. George Chase, L. E. 
Bryant, Carl A. McNamara and J. Conrad Dunnagan. 


HEAD TEXAS ASSOCIATION ... 

Officers and directors of the Texas Bottlers’ Association 
are pictured above. Seated, left to right: sergeant-at- 
arms, Guy Cowser:; Ist vice-president, Cliff Carter; pres- 
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Atianta Paper Co. 

Appointment of DeSales Harrison, 
Jr. as Manager of the newly created 
Machinery Division of the Atlanta 
Paper Company has just been made by 
Arthur L. Harris, president. Mr. Har- 
rison was formerly secretary and 
treasurer of the Textile Machinery 





DeSALES HARRISON, JR. 





Corporation of Gastonia, North Caro- 
lina. 

In his new position he will direct 
the production and sales of the re- 
cently developed Bottle Master Carton 
Opener, an important labor-saving ma- 
chine for the soft drink, brewing and 
glass industries, opening up to 70 6- 
bottle cartons per minute. 

Mr. Harrison will be returning to 
his birthplace in coming to Atlanta, 
where he attended high school and the 
Lamar School of Law at Emory Uni- 
versity, where he received an L.L.B. 
His father, DeSales Harrison, now 
president of the Coca-Cola Bottling 
Company in Chattanooga, Tennessee, 
and his mother, Virginia Pegram, are 
well-known former residents of At- 
lanta. 

The military record for Mr. Harri- 
son included five years in the Field 
Artillery of the 5th Armored Division 
theatre. Twice 


in the European 


wounded, he received the Silver Star. 


Standard-Knapp 

Robert N. Allen has been appointed 
general manager of Standard-Knapp, 
Division of Emhart Mfg. Co., Port- 


land, Conn., manufacturers of auto- 
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matic packaging machinery. He suc- 
ceeds George Ingham, who retired 
December 31, 1952. Assistant general 
manager of Standard-Knapp before 
his appointment, Mr. Allen was for- 
merly in charge of personnel for 
Emhart. Before joining Emhart he 
was vice president of Bridgeport Brass 
Co., Bridgeport, Conn. 
Simultaneously it was announced 
that Mr. Ingham and Malcolm Mc- 
Faull, vice president of Emhart and 
district sales manager in New York 
City, who also retired Dec. 31, 1952, 


will be retained as active consultants. 


Bond Crown and Cork Co. 
The appointment of Allen P. Vining 
as general sales manager of Bond 
Crown and Cork Company, a wholly- 
owned subsidiary of Continental Can 
Company, is announced by John G. 
Murray, general manager of Conti- 
nental’s Crown and Cork Division 
Mr. Vining, who has been with Bond 
since 1926, was sent to the Pacific 





A. P. VINING 





Coast 15 years ago to establish the 
first Bond manufacturing and _ sales 
operation in that area. He started a 
plant in Los Angeles and built up large 
3ond business both on the Coast and 
in export trade to the Hawaiian and 
Philippine Islands and the Far East 
Mr. Vining was, successively, manager 
and vice president and general man- 
ager of Bond’s Pacific Coast Division 
When Continental took over Bond in 
1944, Mr. Vining became district sales 
manager of the Western operations 


Mission Dry Corp. 

Appointment of Howard A. Me- 
Cauley to the position of Secretary- 
Treasurer of Mission Dry Corporation 
was recently confirmed by action of 
the Board of Directors and announced 
by W. D. Aitken, president. Mr. Me- 
Cauley is no stranger to the organiza- 
tion, having held the same _ position 
with the company from 1925 until 
1932, when he left to take the position 





HOWARD A. McCAULEY 


















Now is 
the time 
To Run a 


Test on 





FOR BOTTLE WASHING 


Nou while you have time to cCxamine 
results carefully—is a good time to find 
out what a superior product Solvay 
ANCHOR ALKALI is, Before the rush starts, 
you can prove to yourself that this bottle 
“ ishing cle inser will give you many id 
vantages throughout the coming scason 

there Il be no specks no spots no 
dulling film on your bottle special 


rinsing properties in ANCHOR ALKALI 


leave bottles shining and sparkling and 

because con umMption per unit numbe rof 

bottles washed is low, ANCHOR ALKALI 

is more economical! Order Solvay 

ANCHOR ALKALI today 

SOLVAY PROCESS DIVISION 
A £0 CHEMICAL & DYE CORPORATION 


61 Broadway, New You 6.N 1 


BRANCH SALES OFFICES 








of traveling auditor for Safeway 
Stores, Inc., covering the thirteen 
Western States. During the past ten 
years he has been associated with 
Timely Stores, Inc., as comptroller of 
that company’s California division. 
Also announced was the election of 
Frank W. Gray to the position of 
Vice President. Mr. Gray is also no 
stranger to the organization or to the 
beverage industry. He was previously 





connected with Mission from 1934 to 


FRANK W. GRAY 


1942 as Sales Promotion Manaver, and 





from 1942 to 1947 as Vice President 






Better flavors 


for 


, Better Sales 





Larger quantities of Stauffer Citric Acid are now being 


produced to meet all U.S.P. requirements and stocks are avail- 
able from coast-to-coast. 


You can depend on Stauffer Brand Citric Acid in the granular 
or powdered form both from the standpoint of uniform purity 
and its availability. Yes, and you can depend on Stauffer to keep 
pace with the ever increasing demand for Citric Acid. 


The Stauffer Label is backed by 67 years of experience in 
the manufacture of quality chemicals. It will pay you to investi- 
gate Stauffer as a source of supply for Citric Acid. 


STAUFFER CHEMICAL CO. 


420 LEXINGTON AVENUE, NEW YORK 17 


221 N. La Salle Street, Chicago 1, Illinois @ 326 
So. Main Street, Akron 8, Ohio @ 824 Wilshire 
Boulevard, Los Angeles 14, California @ 636 Cali- 
fornia Street, San Francisco 8, California @ North 
Portland, Oregon © P.O. Box 7222, Houston 8, 
Texas @ Weslaco, Texas @ Apopka, Florida 
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in charge of advertising. In April of 
1947, he left the company to go into 
business for himself, and during the 
following five years served a number 
of Los Angeles concerns as Sales and 
Advertising Consultant. He is now in 
charge of advertising for Mission, as 
well as handling other administrative 


duties. 


Oakite Products, Inc. | 

L. T. Prince, technical service repre- 
sentative of Oakite Products, Inc., 
manufacturers of industrial cleaning 
and allied materials, was recently 
awarded the D. C. Ball Award for 
Distinguished Service from John A. 
Carter, Oakite president. The award, 
in the form of a bronze plaque, is pre- 
sented annually to the member of the 
firm’s nationwide field organization 
adjudged to have rendered the most 
outstanding service to industry during 
the year. Presentation of the award, 
which is given in memory of David 
Clifton Ball, founder of the company, 
was made at a technical-sales confer- 
ence of Oakite field representatives 
held recently at the Sheraton Hotel in 
St. Louis. 


The Frostie Co. 

In line with its new expansion 
policy, the Frostie Company of Balti- 
more, Maryland, has recently ap- 
pointed Ed Dwyer of Stamford, Conn. 
to assist Frostie franchise holders in 





E. J. DWYER 





the New England states. Mr. Dwyer 
is well known to bottlers in this area 
as a hard-working man who knows the 
bottling business from bottom to top. 
His experience covers everything from 
route man, back in 1931, to plant man- 
ager and all jobs in between. He is 
typical of the men who are hitching 
their stars to this fast-growing parent 


company. 


van Ameringen-Haebler 

van Ameringen-Haebler, Inc. an- 
nounced on January 12th the appoint- 
ment of Charles P. Walker as vice- 
president of their company. Continued 
expansion of the activities of the cor- 
poration has made it necessary to add 
another top executive to its staff. 

Mr. Walker, who had resigned as 
general sales manager of Chas. Pfizer 
& Co. on January 1, 1953, will assume 
his new responsibilities on February 
16th. He will continue, however, his 
present tenure as a director of Pfizer. 

Mr. Walker is a member of the Drug 
Club, American Chemical Salesmen’s 
Association, and a member of the 
Board of Directors of the New York 


Board of Trade. 


Tri-Clover Machine Co. 

Cecil J. Mader, Vice President of 
Tri-Clover Machine Co., Kenosha and 
Cudahy, Wisconsin, was elected a di- 
rector at the December meeting of 


the board of directors. 





C.J. MADER 





Mr. Mader has spent thirty years 
in the field of steel fabricating and its 
related industries, including machine 
shop, tool and die shop, foundry, and 
field fabricating and erection in the 
oil, chemical, brewery, food processing 
and dairy industries. ror the last 
twenty-three years Mr. Mader has 
worked exclusively with stainless steel 
development and production as general 
plant superintendent and manager. 


Elwell-Parker Co. 

One of the pioneers of the Industrial 
Truck Industry, C. Brenton Cook of 
The Elwell-Parker Electric Company, 
Cleveland, has announced his retire- 
ment. His departure from company 
activities marks the end of a dramatic 
career which covered a period from 
1914 until January, 1953. 
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RECENT APPOINTMENTS ... 


JOINS B-1 


The B-1 Beverage Com- 
pany. St. Louis an- 
nounces the appoint- 
ment of Louis M. Reker 
as West Coast Regional 
Manager. Mr. Reker's 
duties will include fran- 
chising new bottlers and 
helping them set up their 
production and merchan- 
dising of B-1 as part of 
B-l’'s 1953 expansion 
plans. Mr. Reker has 
twenty-one years of ex- 
perience in the field of 
sales and advertising. 





LOUIS M. REKER 


NEW SALES MANAGER 


Charles A. “Bud” Col- 
bert has been named 
Sales Manager of the 
Carton Division for Amer- 
ican Coating Mills. Mr. 
Colbert joined American 
Coating Mills at Elkhart, 
Indiana, in 1946, serving 
in carton sales in the 
south and Chicago until 
the Fall of 1950, when he 
was made Sales Man- 
ager of the Middletown 
plant board division at 
Middletown, O. 





C. A. COLBERT 








MICHAEL BURTYK 


CANADIAN 
SUPERINTENDENT 


Carl J. Sharp, president 
of Acme Steel Company. 
Chicago, has announced 
the appointment of Mi- 
chael Burtyk as super- 
intendent of the com- 
pany’s new Scarborough 
Works at Toronto, On- 
tario, Canada. Mr. Bur- 
tyk. formerly general 
foreman of manufactur- 
ing at Acme Steel's Riv- 
erdale Works, Riverdale, 
Illinois, joined the com- 
pany 23 years ago. 





AMERICAN COATING 
MILLS APPOINTMENT 


J. A. “Jack” Rogers has 
been appointed as Man- 
ager of Sales Engineer- 
ing for the American 
Coating Mills Company. 
Rogers is moving to Chi- 
cago, Illinois, to the com- 
pany’s main office. He 
joined American Coating 
Mills in 1946 as a buyer 


in the Purchasing De 


partment. 





J. A. ROGERS 


With the high price of 
SUGAR 
here (2 a sure way Co 


1, 

~— 

a 

nea 

ALLO! 

a 

‘ nN 
\ he adde: 
| evqar 
and ethos 

water 

f = 










Wse 











J. H. REICHART 


ACM SALES 
PROMOTION HEAD 


J. H. “Jack’’ Reichart has 
been appointed Sales 
Promotion Manager for 
American Coating Mills 
Corporation. Reichart 
joined American Coating 
Mills in Elkhart, Indiana, 
in 1946 and in 1948 was 
named Branch Manager 
of the Cleveland Sales 
office, in which capacity 
he served until Septem- 
ber of this year, when he 
officially became Sales 
Promotion Manager and 
moved to Chicago. 
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ONE PINT SAVES UP TO 480 LBS. OF SUGAR! 





Now you can save money by using less sugar and still get an: added 
sweetness equivalent to almost 5 bags of sugar when you mix one pint of 
SWEET-ER with cane or beet sugar syrup. Yes, and you get this added sweetness 
without loss of time—without waiting—because SWEET-ER sweetens instantly! 

SWEET-ER is a tested quality product*—giving uniform dependable results 
—every time—with any flavor! NO SACCHARIN OR OTHER PROHIBITED 
INGREDIENTS! Let SWEET-ER help you to save time, sugar and money. Order 
today! $6.00 a pint. 

















She Sweet-cr 


SUBSIDIARY OF PLYMOUTH EXTRACT CO., INC. 
104-19 Roosevelt Avenue, Corona 68, N. Y. 













*Sweetening power of SW EET-ER attested (test num 
her 46715) dated April 14, 1952 by U.S. Testing Co., In 
Hoboken, N. J. Copy upon request. 















Extremely sensitive electronic bottler inspector developed 
by RCA for Pepsi Cola will handle 8, 10 or 12 ounce bot- 
tles up to 160 bottles per minute. Unit has been field tested 
for 6 months before being put into production. 









Always Uniform 
When You Use... 


Union Acid Proof 
Caramel Color 


s 








Brilliancy 
\\ Guaranteed | Uniformity 


Stability 


For full information write 
our Service Department 


Union Sales Corporation 


Distributor for 


Union Starch & Refining Co. 
COLUMBUS, IND. 
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Sensitive Bottle Inspector for 
Pepsi-Cola New RCA Product 


An electronic bottle inspector which will detect 
the most minute particle of foreign matter in a 
bottled product has been developed by Pepsi-Cola 
Company in cooperation with RCA. This machine 
automatically inspects %, 10 or 12 ounce Pepsi-Cola 
bottles. It is able to detect both visible and invisible 
foreign matter that may have gotten into the bottles 
as a result of machinery mal-function. The inspector 
will even detect bottles which have been improperly 
filled or mixed. 

The accuracy of the machine is so great that a 
bottle will be rejected even if a tiny spot of caustic 
is left in an imperfectly rinsed bottle. The presence 
of caustic in a freshly filled bottle will cause tiny 
yas bubbles and the machine is so sensitive that it 
will spot these bubbles and reject the bottle. Inspec- 
tion speeds may vary from 60 to 150 bottles per 





“Capkey” is a new device that opens, recaps and reseals 
beverage bottles air tight, using the bottle’s original cap 
over and over again. For further details write to Superior 
Sales Co., 8581 Melrose Ave., Los Angeles 46, Calif. 





minute. 

The new unit has been subjected to extensive field 
tests in Pepsi-Cola’s Philadelphia plant during the 
last six months and the results have been so success- 
ful that Pepsi-Cola plans to install similar machines 
in all of the company-owned plants. The machine is 
also available to all franchise bottlers. 

Of the two such machines now in existence, the 
original is now completing test runs in Philadelphia 
and the other was on display in Chicago for the 
Pepsi-Cola Bottlers Convention late in January. 


Coin Changer Takes Anything 
Up to Quarters 


National Rejectors, Inc., St. Louis, has recently 
introduced its newest and most efficient coin 
changer on the market. Called the ‘*4-in-1”" Changer, 
the new device is the first to feature one coin insert 
that will take pennies, nickels, dimes and quarters. 
This changer can handle, quickly and efficiently, all 
odd cents sales and may be easily converted, on the 





we Re-seals ALL Beverage Bottles! 

% Easy to put on and remove! 

% Your advertising message or trade name in color! 
te Made of sanitary Polyethylene Plastic! 


% A wonderful promotional item for your beverage! 


SEAL-CAP 


of Cleveland 
3788 E. Antisdale Rd. Cleveland 18, Ohio 


Write for samples and prices... . 











You Cant Change the 
High Cost of Materials 


needed to produce your beverages. 


But you can save on your Labor Costs by installing 
that most versatile of all Filling Machines, the 


BURNS iene’ FILLER 
Write the Manufacturer 


RETURN FEED 
Burns Bottling Machine Works, Inc., Baltimore 18, Md. 
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spot, from 5c sales to 6c, 7c, 10c, lle, 12c¢, ete. Bottled ''Coco-Nut Malted" Developed 
—* “ways i vsneeangel : . A bottled coconut-flavored malted milk drink will 
Another feature of the “4-in-1” is the instant shortly be introduced by Tropical Fruit Drinks 

{ plug-in, interchangeable with all other National Company, 90 West Broadway, New York 7, N. Y. 
electrical coin control units. This means that Na- 
tional users do not have to throw away valuable 







































The new product, to be merchandised under the 
name, “Coco-Nut Malted”, combines a specially pre- 


equipment . . . the new changer is readily adapt- pared pure coconut-mix powder which is completely 
able. The ‘‘4-in-1” Changer also includes the auto- soluble to produce a bottled drink possessing the 
matic return of coins if penny is not inserted first, usual taste characteristics of ‘malted’, with a rich 
and a new “4-in-1” Slug Rejector as a part of the and flavorful coconut taste as a welcome alternative 
changer. to chocolate. 


Half-Depth Uncaser Introduced 
By Liquid Carbonic 





A new and exclusive Half-Depth Uncaser has been 
National Rejector’s new introduced by The Liquid Carbonic Corp., Chicago. 
coin changer takes all coins The new Half-Depth Uncaser, adjustable to any 
including quarters in one 
insert. It features plug-in, 
interchangeable coin con- 





Liquid’s Hulf-Depth Beverage Case Unloader 


half-pint and pint half-depth case, is designed to 
receive cases directly from the plant case conveyor, 











ilk alin remove the bottles from the cases and deposit the Safety Gate which eliminates “jam ups” caused by 
bottles on the washer feeder table or bottle con- inverted bottles within the cases. 
veyor system. Rubber V-belts are used to grip the Additional information is available by writing 
bottles below the crown ring for gentle removal The Liquid Carbonie Corp., Advertising Depart- 
from their containers. The machine can unload 500 ment, 3100 South Kedzie Avenue, Chicago 23, III. 
bottles per minute and is applicable to all sizes and 
makes of magazine-type bottle washers. ° 
Tike sow techni ia eeaitabie teem ; P.& R. Makes Wide Range 
le new mechanism is available from vendor Constructi fontumen ine a Case F ‘x 
; . onstruction features include a Case Feed Ex- Of Stainl Tonk 
manufacturers or from National’s Service Centers tension, an integral part of the unit, Lucite “full tainless Tanks 
located in New York, Chicago, Los Angeles, Atlanta, view” removable side panels permitting full observ- In Atlanta, Potter & Rayfield, pioneer designers 
Dallas, and St. Louis. ance of all operating parts, and an Automatic and manufacturers of bottling equipment, are busy 


CROWNS EVERYTHING YOU NEED 


As You Need Them! 


When You Need Them! TO CASH IN 
ON 














A top quality product 
plus 


the most powerful 
promotional campaign 
in KIST history makes 
your selling job easier 
and your 


PROFITS BIGGER 
THAN EVER! 











PENN... 


has been servicing the industry 





with Precision-made, brightly 
lithographed CROWN S for 
more than 20 years. 


Need delivery in a hurry? Need speciel 
decorations? — Stock designs? — Just call. 
We also manufacture metal SCREW CAPS 
from 18mm up to 89mm. 


7 ‘ , , 

Look! New point-of-sale aids—window streamers, posters, decals, eye-catching carton, and 
more . . . PLUS power-packed newspaper ads, radio spot announcements, merchandising 
plans, and other tested and effective promotions that keep KIST sales booming the year ‘round! 


Write for details on the KIST FRANCHISE 


Penn Cork & Closures, Inc. CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 1), Il. 
Evergreen 9-4416, 7, 8 and 9 1155 Mashattan Ave., Breekiys, W. Y. 
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turning out a new line of stainless steel tanks. 
“We're making a high quality, 
stainless steel tank to fill the bottlers’ every need.” 
To back up this statement, Carroll Cross, president 
of Potter & Rayfield, last month in the firm’s 
sprawling, modern plant, showed horizontal, vertical 


reasonably priced 


and special models with a wide range of capacities. 
“There’s a model the right size for every operation,” 
he explained, “whether it’s blending, storage, mix- 
ing, or processing.” 

Made from corrosion resistant stainless steel, 
P & R tanks combine many features that make 
for convenience and sanitation. Rounded, inclined 
bottoms insure complete self-drainage. They are 
available with or without agitators, lids and man- 
holes—-totally enclosed motors and sanitary stainless 
steel flush-type drainage valves. Legs are side 
easily adjusted to make the tank level on 
easy to keep clean. 


mounted, 
an uneven floor. 
Bottlers are invited to write direct to the factory 


All models are 


for complete information on prices and speci- 


fications. 


New Booster Jet Cleaner 


A radically new cleaning unit, the Sellers Booster 
Jet, now makes available to plants with low pressure 
steam facilities, the advantages of the hydraulic jet 
cleaning method. The Sellers Booster Jet is designed 
to operate on ordinary cold water and plant steam 
of from 5 psi to 25 psi. 5 psi inlet steam pressure 
~ is converted to 100 psi discharge pressure. The 





For over 30 years... FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


—two favorites with bottlers who want the best! 
A Full Line OF Distinctive Quality Flavors 


THEALL & PILE, INC. 227 Peat, Steet 


New York City 38,N.Y. 
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Sellers booster jet works on low steam pressure, gives 
solid stream of hot water and detergent for cleaning 
purposes. 





increase ranges proportionately to 200 psi discharge 
pressure resulting from 25 psi inlet steam. 

In all fields of general industry and food process- 
ing, Where the Sellers Jet Cleaner has been used 
with pronounced success, there are large numbers 
of plants with insufficient steam to operate the 
standard units. These plants have created a demand 
for a low pressure unit, recognizing the hydraulic 
jet cleaning method as a means to secure high 
sanitation standards on a low maintenance budget. 

The development of the Sellers Booster Jet opens 
up a vast new field for this unique cleaning method 
with hydraulic scrubbing action. 





Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL PURPOSES 
Colas Root Beer+ Other Beverages 
* 





™°E BERGHAUSEN CHEMICAL c.. 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 











Matched Chassis and Body Feature 
New International Line 


ftoomy payload area and easy accessibility are 
among features of special chassis-matched Bottler’s 
bodies available on medium and heavy-duty models 
of International Harvester Company’s new R line of 
motor trucks. International model R-172, 172-inch 
wheelbase truck with 14-foot pallet-type bottler’s 
body, shown in service above, is one of the models 
especially adapted to bottle deliveries R-170 Series 
models are available in wheelbases from 130 to 172 
inches with gross vehicle weight ratings of 16,000 
to 19,500 pounds. Powerplant for R-170 Series trucks 
is the 100-horsepower Super Blue Diamond 269 
engine, available with gasoline or LPG fuel system. 
International R-line trucks are newly identified by 
the distinctive IH emblem, replacing the famed 
Triple Diamond. Styling is new. The line offers 





International's special matched chassis bottlers’ body. 


"ye YOUR CASES 
(3,8 
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Metal Partition 
CASE REPAIR 


LOS ond Quick Jo Install 
LZconomica/.... 


METAL PRODUCTS CO. 


PO.BOX 131 MITCHELL. SO. DAKOTA | 


am ples MAILED TO YOU 


UPON REQUEST 








Through extensive research and 
experimentation, DOMINION now 
offers a greatly improved— 


BROMINATED VEGETABLE OIL 


which is very light in color, with 
accompanying high standards of 
taste and uniformity. 





Your inquiry is invited. 
Samples upon request. 


DOMINION PRODUCTS Inc. 


Manufacturing Chemists 
10-40 44th DRIVE LONG ISLAND CITY 1, N. Y. 
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507 new features developed at International's Fort 
Wayne, Ind., engineering and test laboratories and 
proved at its Phoenix, Ariz., desert proving ground. 


Addition To Ladewig Bottle 
Washer Plant 

In an expansion program to meet the increased 
demands for Ladewig Bottle Washers, an addition 
is nearing completion at the plant of the Archie 





At right is the new wing being completed for Archie 
Ladewig Co.'s Waukesha, Wis. plant. 





Ladewig Company, Waukesha, Wis. The new sec- 
tion is shown at the right in the photograph. At 
the far left, the new Ladewig office building may 
Erected last 
in its appointments, this building houses the Lade- 


be seen. fall, and completely modern 


wig offices and engineering department. 


TO 
4 \\ 
NS 


WATER FITTINGS 


SINGLE : 
FAUCET 


QUALITY fh! OUBLE 
i=. FAUCET 
COOLERS YOU Hit 
CAN FITINTO ~~ 
YOUR LINE and MOUTH 
BUBBLER 
SELL AT A PROFIT 
You sell quality, trouble-free cooling HEAVY DUTY 


in these electric units that operate 
wet or dry. In 3 sizes 4, 5, 6 ft 
Unobstructed interiors. Baked Enam 
el finish for beauty and sanitation 


ROLLER CASTERS 
Render your 
cooler mobile 


for conven- — 
ience. 


SEND FOR 


the BEVCO Company, Inc. 


3316-28 S. BROADWAY + ST. LOUIS 18, MO 





New Paint Is Tough 


A remarkable new chemical-resistant gloss white 
for walls and ceilings has been developed by the 


Tropical Paint & Oil Company. Formulated on a 
synthetic rubber base, it is said to resist attack by 
moisture, chemical fumes and caustic 


grease, 
cleaners. 

Tropical reports that its new chemical resisting 
White under the test 
conditions. In recent laboratory tests, it was com- 
pared with a high grade industrial enamel made 
with a standard base. Put through humidity, acid, 


Gloss stood up most severe 


alkali and grease tests, the industrial enamel was 
blistered, stained or otherwise damaged. Chemical 
resisting Gloss White was not damaged, even when 
exposed for longer periods. The new product is now 
in full production at the company’s Cleveland plant 


Sales Convention Marks 30th 
Anniversary of Virginia Dare 

Fifty 
parts of the country, convened at the main office oft 
the Virginia Dare Extract Co., Inc., at Bush Termi 
nal Building No. 10, Brooklyn 32, New York, in 


late December to discuss sales problems for 1953 


Virginia Dare salesmen, gathered from all 


(photo below ) 


A tribute to Dr. BR. H. 
chairman of the board, was made by Henry Keller 
Other talks by Leure 


Smith, late Virginia Dare 


hals, secretary. Virginia 












CATALOG G-I 


Ss“ Pelpace” 
PRODUCTS 


Xs 
For Your Syrup Room 
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Sanitary Stainless Steel Polish your water Stainiess Steel Stor- 


syrup with a Common age and Mixing 
Sense Disc Filter av- Tanks. Many a 
erage 300 GPH and sizes in stock, 


Smaliware and 
room glassware 


Other Filpaco Products for the beverage plant: 
Filter Presses, Transfer Pumps, Conveyors, Portable 
Agitators, Filter Paper, Filter Cloth. 


Write today for further information. 


We will be pleased to discuss your Filtration Supply and 
Equipment Problems, without obligation. 


FILPACO INDUSTRIES 
The FILTER PAPER CO. 


2414 S. Michigan Ave. 


Chicago 16, Ill. 














Virginia Dare’s salesmen attending company’s annual 
sales conference to hear big plans for 1953. 





principals were delivered by Lloyd FE. Smith, presi- 
dent; Lincoln R. Young, vice president; Clarke E 
Davis, executive vice president; and Harold Janov- 
sky, technical director. Guest speakers were Vincent 
Rabuffo, editor and general manager of Jee Cream 
Trade Journal, who spoke on frozen desserts; and 
Clifford Webster, Bakers 


addressed the meeting on the flavor market in the 


editor of Review, who 


baking industry. Jerome Dobin, president of Dobin 
Advertising Inc., outlined Virginia Dare’s advertis 
ing plans for 1953, which call for a schedule that 
places Virginia Dare among the largest advertisers 


in the flavor and extract field. 













This CREAM SODA 
concentrate (3 oz.) 
with color, has been hailed 
by bottlers as a “sure-fire” 
liberal 


in your market—see the difference! 


GENERAL FLAVORING EXTRACT CO. 


104 W. Pearl St., Cincinnati 2, Ohio 


seller. Try a sample 





| O. K., send me a liberal sample of CREAM SODA, 3 or. 

| NAME 

ADDRESS 

CITY STATE 
a ee ee 





momo em = Send for Samples, Today = ame am aa am = 


ce 
| 
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Circumstances alter cases...” Beverage cases 
are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 


teristics of individual bottles. 


“Custom-made” beverage cases are correctly 
designed to suit your needs, thus reducing break- 


age to a minimum. 


THE GREEN COMPANY wc. 


265 Post Road Darien, Connecticut 
Plant - Bellows Falls, Vt. 


Sugar Free Extracts 


Boost Winter Sales 


Pale Dry 
)S $9.60 per gallor 


We also feature the complete Conron line besides. 
Full line of Soda Water Flavors. Write for Samples & Prices. 


a 
Ces Cenere Oh tem et es tee 


New York 1. 


THE GINGER HOUSE” 


Bottle washing problems differ. That’s why NIAGARAS 
are ‘‘custom-made”’ . with over 20 years of specialized 
experience in bottle-washing requirements. . . . There’s 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters solution 
water every few minutes and discharges contamination, Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


225-27 FIRST STREET 





Rapid-Wheel Gravity Conveyor 


Prices Cut 6% 
Effective January 24 the price of Rapid-Wheel 


gravity conveyor was lowered an average of 6% 
by The Rapids-Standard Company, Inc., of Grand 
Rapids, Michigan, manufacturers of Rapistan mate- 
rial handling equipment. The decrease applies to all 
regular five and ten foot straight sections in 12 and 
18 inch widths with the wheel spacings ranging 
from 6 to 18 wheels to the foot. 


This is the second wheel conveyor price cut 
announced*by Rapistan in the last six months. Pre- 
viously aluminum-model prices were slashed about 
10°; —the first such decrease on an entire product 
line made during recent times by any conveying 
equipment manufacturer. These lower prices are 
still being maintained in spite of rising material 
and labor costs. 


Information on models of Rapid-Wheel conveyor 
affected by the price reduction may be had from 
The Rapids-Standard Company, Inc., Dept. PC, 342 
Rapistan Building, Grand Rapids, Michigan. 


Foote & Jenks Announces 
Newly Designed Packages 


Foote & Jenks, 69-year-old flavor firm, held its 
52nd annual conference for salesmen and house 
employees at the company offices in Jackson, Michi- 
yan, January 5th and 6th. The program consisted 
of informal discussions led by noted speakers from 
Washington, D. C., Milwaukee, Wisconsin and East 
Lansing, Michigan—social gatherings—and intro- 
ductions of new products and sales plans for the 
coming year. 

Highlighting the affair was the showing of newly 
designed packages for all products. A neatly de- 
signed, easy-to-read label was displayed. New stock 
and shipping containers with attractive design in 
maroon color were shown. An innovation in label 
identification was introduced; each gallon carton to 
carry identification on the top of the package as well 
as the side, thereby enabling the recipient of an 
assorted order to easily identify each gallon imme- 
diately upon opening the shipping container. 


Also announced was a new sample package, a 





TOLEDO 5, OHIO 
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FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 








reguaMatie 
COAGULANT REACTOR 


OUTSTANDING FEATURES 


. Thorough Mixing. 

Long Reaction Time 

. Unhurried, Positive Flocculation. 

. Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths 

. Sterilization Accomplished After Floc Has 
Combined with Organic Matter 

Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 
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Full Automatic Controls, including Slurry 
\ oy) Removal 
\ @ 
ee Write for this Descriptive Catalog 


, Details on the complete line of AquaMatic products 
— are covered in the 20-page catalog ‘Water Treat- 
ing Equipment’. Write us for a copy 


AUTOMATICCorroration 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS 





WELCOME 
NEW 





at the Point 








with MEYERCORD DECAL SIGNS 


People don’t stay put. That’s why the Welcome Wagon, 
and its charming Hostess, have become national institutions 
. surest of all reminders that in your community 
customers move in — and out — every week of every year. 
Many “settled” and “stable” communities have an aver- 
age 100% turn-over every 5 to7 years. Implausible? It’s true! 
Permanent, colorful Meyercord Decal Signs and Valances 
say, in effect, “Welcome, new citizens! 
You can buy it here!” Do a complete 
selling job ...show them Wdere 
to Buy with Meyercord Decal Signs. 
Write for samples and full informa- 
tion about Meyercord’s Art and Design 
service—and how Meyercord Decal Signs 
can spark your Point-of-Sale program. 
No obligation, of course. 


THE MEYERCORD CoO. 


Dept. B-209 5323 West Lake Street, Chicago 44, Ill. 









CALL AGAIN 





National Bottlers’ Gazette 











Filtered Water Supplied by 


BOWDEN DOUBLE CYLINDER FILTERS 
Assure a Better Bottled Product 








The double cylinder combination illustrated, consists of 
a Quartz Filter which removes suspended matter and 
turbidity, and a Minchar Filter which removes chlorine, 
taste, odor and discoloration. Under certain conditions 
a single Filter Unit is sufficient. 

Hygeia also manufacturers the Lynn Self-Cleaning Stone 
Filter used in many bottling plants. 


i P Our 53rd Year 


FILTER COMPANY 


3426 Denton Avenue, Detroit |!, Michigan 



























Some of the outstanding 
features of the PRIESAND 
stainless steel tank: 

@ Built to A.S.M.E. Code, 
U-69 specifications. 

@ Safer — Safety valve 
built into the head. 

@ Lightweight—single wall 
construction, eliminates use 
of lining. 

@ Durable—built to outlast 
any tank on the market. 

@ Attractive — polished 
clean to stay clean. 


Liberal trade-in allowance on your present old, tin 
lined tanks toward the purchase of these new stain- 
less steel tanks. ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., Inc. 1804 East 40th Street 


Cleveland, Ohie 











Foote & Jenks displayed its new packages for all products 
to its field representatives at annual meeting. 





feature of which is a method of safe packing that 
eliminates removing the packing material prior to 
taking out the bottles. 

Representatives in attendance at the conference 
were: O. W. Badger of Syracuse, New York; 
William Bridgewater, Montgomery, Alabama; Clar- 
Davis, Wilmette, Illinois; Don Horne, 
John F. Doyle, Dallas, 
Texas; Keith J. Jones,. Indianapolis, Indiana; John 
B. Main, Greensboro, North Carolina; W. S. Maute, 
Wauconda, Illinois; John M. Morse, Worthington, 
Ohio; Sidney Rodd, New York City; T. J. Torjusen, 
Wellesley Hills, Mass.; Earl Weed and Worth Weed 
of Jackson, Michigan. 


ence E, 


Hollywood, California; 


Comparison Charts 
For Materials Handling Trucks 


Two new comparison charts covering the riding 
and walkie type electric industrial trucks, both high 
and low lift, are now available to industry from 
Lewis-Shepard. The first is entitled, “Riding Type 
High Lift and Low Lift Electric Truck Comparison 
Chart” while the other is called, “Walkie Low Lift 
and High Lift Electric Truck Comparison Chart.” 
A copy of either may be had by contacting the locil 
Lewis-Shepard representative in your area or by 
writing directly to Dept. R-1, 
Watertown, Mass. 


Lewis-Shepard, 





Fruits... FRUITS... 
FRUITS!... 


... are still the favorite throughout the 
country. And Nifty is still the favorite 
fruit line for bottlers. 


Write for information! 


| Hefty BLACK CHERRY 


t 4 oz. 
I The fruity flavor comes from using 
' choice fresh berries and other natural 


gy flavors. No artificial flavor or coloring. 
e 


i Wifty BLACK RASPBERRY 


4 oz. 
: Fresh ripened berries make this flavor 


4 as tangy and popular as the fresh fruit 
! itself. No artificial flavor or coloring. 
s Tremendous appeal! 


i , 
| Hefty PINEAPPLE 

1-16 
A fruit-ripened luscious pineapple flavor 
containing natural fruit juices. Enhanced 
with natural and artificial flavor and 
color. Contains B.S. 











Bottled as Nifty — or Under Your Own Name 
CROWNS AND ADVERTISING STRIPS AVAILABLE 


SALIENT FLaAvoRING CORP. 


45 Suffolk Street, New York 2, N. Y. 











ROWNTAING VITAMIN 





Your Territory May Be Open 
Write or Wire 


B-1 BEVERAGE COMPANY 


2301 Hampton Ave., St. Louis, Mo. 




















“SUNSATION” 





90 WATER STREET 





THERES A GOOD REASON WHY! 


... the Sensational ORANGE with 
the Lasting Fresh Fruit Taste! 
"“SUNSATION" (4 02.) has the kind of fresh fruit flavor that will bring 
your orange sales up and keep it there! 


We say you've never tasted an orange like "SUNSATION"” end we'll 
gladly send you a sample to prove it! Write... . 


ESSENTIAL PRODUCTS CO., Inc. 





Established 1895 NEW YORK, N. Y. 





February, 1953 












Chis Seal— 


Our guarantee, 

your assurance, 

of the Best in Flavors 
for the Bottling Industry. 


GREEN & GREEN 


Houston, Texas 


DISPENSERS FOR OFFICES, ARENAS 


Two new dispensing units are being introduced by 
Selmix Dispensers, Inc., Long Island City, N. Y. At left 
is the new Selmix 1200 Office Unit, which supplies soft 
drinks at 1!/. cents a drink, according to the maker. 
At right is the Selmix 80 Unit for arenas and ball 
parks. This apparatus “shoots” 2,000 drinks an hour 
with a trigger-type mechanism. 
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When soft drink bottlers need quick service on American 
re-assembled interlocking partitions that do a better job 
n protection, display. and packing time, there are 5 plants 
ready to ship promptly. 
WESTERN PLANT: 

Box 312, Merced, California 
Phone 1966 

Midwestern Sales Office 
767 Milwaukee Ave 
Chicago 22, III 2400 Buchanan St. 

Monroe 6-1962 Jordon 7-8224 

Los Angeles Office: 9118 Sunset Blvd.; Bradshaw 2-7217 


EASTERN PLANT 
Bound Brook, N. J. 
Phone 9-3100 


San Francisco Office 


PARTITION CORPORATION 


3043 N. 30TH ST UPTOWN °3-5100 MILWAUKEE 10, WIS 


New Portable pH Meter 


A low-priced battery-operated pH meter of ut- 
most simplicity is announced by Photovolt Corpora- 
New York City. Unit, the Model 125, works 
with only 3 batteries which give 2,000 hours of 
The batteries are of the ordinary 


tion, 
service, radio 
type and can be purchased anywhere. 

the 
the use of advanced designs of subminiature tubes 
All electronic 
are contained in a single plug-in unit which can be 
exchanged as easily as a tube of a radio set. The 
without 


The simplicity of instrument is credited to 


and electronic circuits. components 


taken on a single 0-14 scale 


A Carrying Frame with beak- 


readings are 
switching of ranges. 
ers and plastic bottles is available, to permit carry- 
ing in one hand the complete equipment which is 
required for pH tests in plant use, 

While primarily intended for battery operation, 
a Stabilized power supply unit can be furnished to 
operate the pH Meter from the AC power line with- 
out the use of batteries. 


Tagged Atoms Help Diversey 
Develop New Products 
The Diversey Corporation, Chicago, is pioneering 


in the field of applied nuclear research that is 





SALE 


ADVERTISING* 


+ 


+ + eH 


POSTERS 
SIGNS 
PLACARDS 


WINDOW 
TRIMS 


INDOOR 
AND 
OUTDOOR 
POSTING 


STREAMERS 


COVERING 
PANELS 





HANSEN 
ONE-HAND 
TACKER 


WITH 


POINT-OF-SALE ADVERTISING is installed 
neater, faster, in more outlets—with the 
HANSEN one-hand Tacker. Zip! Zip! Fast as 
you grip—it drives T-head Tacks or two-pointed 
tackpoints. Holds 84 to 140 staples per loading. 

Extensively used by national advertisers, job- 
bers, distributors, bottlers, for timely, effective 
tacking of all types of indoor and outdoor point- 
of-sale materials. With Hansen, sales flow more 


REQUEST BOOKLET 


A. L. HANSEN MFG. CO. 
5056 Ravenswood Ave., Chicago 40, Ill. 


freely. 





STAR 


TRADE MARK REG. 
STATIONARY 
BOTTLE 






SECTION 
REMOVED 
SHOWING 
BIDE VIEW 


HOW IT WORKS 





The World’s 
Best 
Opener 


OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 
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MM LEA 


for ALL 
CARBONATED BEVERAGES 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
WEST COAST: H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 
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MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 


D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y 


1901 PAYNE STREET, LOUISVILLE, KY 
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... the quality liquid sugar for quality beverages ... 
always uniform ... made by a manufacturer with over 
40 years of KNOW-HOW and exacting standards. 


— 






4 
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CONSIDER THESE ADVANTAGES: controls batches. 
. decreases labor costs . . . increases production 
. eliminates bag dust, lint, and sugar spillage. 





TANK CARS—TANK WAGONS 


Order direct or through your Sugar Broker. 





THE NULOMOLINE DIVISION 
AMERICAN MOLASSES COMPANY 
120 Wall Street New York 5, N. Y. 
Plants at 
LOS ANGELES, CAL. 
MONTREAL, CANADA 


BROOKLYN, N. Y. 
CHICAGO, ILL. 

















LINE 





SANITARY VALVES 

AND BRINE FILTERS 
SS Ff 
1 








TUBING 
L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 


STAINLESS NICKEL 
STEEL ALLOY 




















MUNDET CROWNS 
for 
THE CROWNING PERFORMANCE 


MUNDET CORK CORPORATION 


710! Tonnelle Ave. 
North Bergen, N. J. 
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Rosemary Annos and Leslie Alt, in the Diversey labora- 
tories, take the count per minute of a radioactive sample 
irom the nuclear scaling unit at left. On the right is a 
count rate meter which serves as a monitor and rate 
meter. This is part of the equipment Diversey is using in 
the field of applied nuclear research for the beverage 
industry. 





For a Better 





expected to he Ip to develop new and improved prod 


ucts for beverage sanitation, it has just been 


announced, The purchase of radio active isotopes 
from the government’s atomic pile and the necessary 
equipment for measuring their presence and radia 
tion will be employed to test effectiveness and 
behavior of sanitation products. 

In testing cleaning compounds, for example, 
tagged or radio active carbons are incorporated into 
soil. The soil is then spread upon the surface to be 
cleaned. After cleaning, on what would appear to be 
a Clean surface, small amounts of the radio active 
soil could be detected on the electronic instrument 
The detected Where no 


count could be measured it would indicate the cleane} 


soils are quantitativels 

was very effective in removing the particular soil. 
Apart 

determine 


using the radio active material to 
effective 


from beveraye 


from 


how certain cleaners are in 


removing soils equipment and con 
tainers, the new research technique is expected to 
successfully solve such problems as determining cor 
rosion or absorption of inhibitive chemicals) on 
metal, the amount of absorption of glass material, 
the tracing of bacteria (made radio active) to learn 
the study of 


intro 


where they lodge and multiply and 


insecticidal action based on tagged carbon 
duced within the insecticide. 

Jesides radio active carbon, radio active glucose 
and calcium are also available from the government, 


aus well as many synthesized chemical compounds 
having radio active carbon. These will be introduced 
into products and material pertaining to the above 


research problems by Diversey. 








A CORRECTION 


In captioning the photographs of the 180 exhibi 
tors at the annual A. B.C. B 


Citys 


Exposition in Atlantic 
last November, the photograph of the Liquid 
Carbonic Corporation’s Uncaser and Washer on page 
listed 


76 was incorrectly The picture (top, cente) 


column should have read “Liquid Carbonic Corpo! 


ation.” 





ONLY WOOD CAN TAKEIT.. . the abuse your cases 
must withstand in normal usage, that is. WOOD assures 
your cases of permanent rigidity, eliminates jamming 
of casing equipment, provides positive, permanent 
identification. Hundreds of bottlers know Gaco Tufbilt 
Cases are the class of the WOODEN CASES. This is 


because they..... 


Standard 


replacement parts. 


bACe 
aOXe 


ete) te], | MISSOURI 


BOTTLING SYRUP 


test it and you will discover why MarBert 


Bottle it—taste it 
is a great Cola. Send dollar to: MarBert Products, Inc., 
19 E. Lombard St., Baltimore 2, Md. 
(Offer is good in U. §. and Canada only.) Syrup is.available’for testing 
only, MarBert is regularly sold as concentrate 


You Can’t Buy a Better Concentrate Than 


MarBert Cota 


ZEPHYR BODIES 
ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 





SPECIALTY ENGINEERING CO. °"**Pkicdeipiie 36, Fe 


“Gaco Tufbilt. 


Beverage Cases 


LAST LONGER 
LOOK BETTER 


GIDEON - ANDERSON 


TRIAL GALLON s7 
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FOR SALE..-Plant; Liquid 12-spout, Liquid FOR SALE.— Con 4 lete bottling plant located in 
cools all perfect condition 4 trucks, sirup roon Old Mexico in a } city of 350,000 population ; 
CLASSIFIED equiy bottle case and goodwill $15,000; real 2 Cem 2 fillers ? Mi ller Hydro washers, 2 Cem RATES AND GENERAL 
estate optional at $20,000; in business 32 yrs.; 83 saturators, etc.; includes steel structure building INFORMATION 
sick, must sel WARREN SMI PH, 125 Landi on own premises; for many yrs. bottling and 
ADVERTISING Ave Vineland, N. J.—-2.-2 elling nationally known sparkling mineral water e For sale Exchange and Wanted 
in the Republic of Mexico; in full operation and ‘ ’ , 
FOR SAL E Due to old age and failing healt} doing good business; sales over 400,000 cases a Advertisements are available at the 
I have deci 1 to retire tron beverage business ; yr. and howing increase every yr.; unlimited following rates: 25 words, $1.50 each 
bn tthing plant doing 68 to 10040 cases per yr. ; su] os Ng finest thermal spring water from spring insertion; 6c for each additional word 
% private label rey. trade marl in operation 55 locatec right close to plant; owner’s ol age P Ps : 
! located in central Conn if interested in a reason for selling ; well worth investigating.— Address or box number is not included 
FOR SALE good going bottling busine reply.—Q. J., BOX Q. M., BOX 762.—2.-1 in word count. A number, or group of 
% » 9 : : 
. 4 pam numbers is considered as one word. 
Business Opportunities, Bottling Establishments FOR SALE iz pout hsaee, Red Diamond e Orders for classified advertising 
’ filler, $1. 4M and wide Liqui niversal washer, . ‘e 
FOR SALE. Well ' $2,440); machinery installed new in 1946 and ir FOR SALE must be accompanied by payment. 
. 7 ell situated and profitable Min ery good ondition; being eplaced th large ° : 
nesota plant with 4 franchises; in fastest grow equiy will fe : siiatla atnce ; Feb th COCA ° Those advertisements which do not 
~ yg: H., midwest; good trucks and equip COLA BOTT. CO., Pierre, S. D.—2.-1 Machinery, Apparatus, Materials, Bottles, Boxes comply with the established headings, 
ment, excelle roodwi ¢ $15 ke ownes . . 
will cell rease nh oo will $1 to $1.50 market ; own eee : or which advertise new products or 
pine oR a ly + erm to experienced ind - oi: SALE. 5xh rng 0 ye esahe-coetes — services are not acceptable The Edi- 
wage ye ‘Sedolete-‘egpnly can ve what you have a) 7 motor tainless stee pane wAaATG, Loot FOR y 2 OW) gal stainless s Cem ° 
ape of elsewhere; write.—Q. E., BOX 762 condition ; imstalled larger machinery DR. PEP- caknasior bao; oe cond Liquid, “pint mixer tors reserve the right to change or 
- PER BOTT. CO., Poplar Bluff, Mo.—2.-1 $2.950. thoroughly overhauled PSI-COLA reject any advertisement submitted 
~—e ; — , 1030 East New York St ; y bie for these columns. 
2, dud. tf. 
P ca SAS ie full deo , @ In answering advertisements, please 
kK. Hb tull-depti ases ) Case . 
Buckner Equipment Company lvoe lam white flavor lutte. no label; standard | take notice that letters must be sent 
house water meter..-NESBITT BOTT. CO., 1909 to the box number, initials, name or 
Exchange Ave., Oklahoma City 8S, Okla 2.-1. address given by advertisers. 
FOR SALE Double Dixie hook-up, complete 
J with conveyor, turns, accumulating table and 300 @ Please Note!—The N. B. G. assumes 
% en. Liquid Life pane carbonator; all for $1,000; no responsibility for condition or de- 
eae a ee en Tee scription of items listed in this section. 
to rovide better facilities for ie = All information is furnished by the 
p FOR SALE. Several hundred gross Hires 12 advertisers. 
oz ACL. bottle packed ane ulable for imme 





rapidly expanding equipment sales digte shipment. CANADA DRY’ BOTT.'CO., 


FOR SALE. —-Approx. 1,000 gr. 27-0z. cap.. 30 


me > : . 9 ' ‘ 
bed J yt Day pF at pout Liquid file ‘ 1 + oz. weight large bottles, name lettered on bottom 
na in Aquid Otte Washer, ~WiKie “Tmo of bottles, no boxes, packed 24 bottles to a service : 
uce or vic Sa e e labeler 7 10-wide Ermold labeler ; In head Liquid carton, price $4 a gr. f.o.b. Pough keepsie, N. Y.: 
mixer; 2 Jumbo crowner 1 4-12 half-pint to qt. also have 29 oz. bottle stippled lettered on bottom 
Meyer wa her. GO! wg N AGE BEV. CORP., samples will be sent upon request. CHESTER 
Youngstown 2, Ohio - CLUB BEVS., 18 Pershing Ave., Poughkeepsie, 
N 


Write or phone im- 
P 9 FOR SALE..-1 Larkin coole: 21M)-gal cap 1 


25% BE. Ow mediately your specific iol 1 ton Ford with 190 case Weldmac body FOR SALE.—Lipmann compressor, model M 
= Z - DR. PEPPER BOTT. CO., P. O. Box 798, wos, cap. Oo HP, R.P.M.’s 1735, volts 220-444 
he needs. Prompt  ship- Uvalde, Tex.--2.-1 A.M.R. 15.5-6.75, Ph 3, 60 cycle, temperature rise 
ment. S m ; ; SS 2 4) degrees C, this unit complete and in excellent 

Ww discount prices! FOR SALE. D&L hydro washer, 75-85 c.p.! hape, $300; Waukesha ball bearing sanitary pum] 
with auto. unload, fair condition, $650 cash: VO and ¥% HP motor, R.P.M. 1800, $95; prices f.o.b 


gal., 40-gal. drain crock, 60-gal. storage crock, all Parkville, Mo.— WEBB MFG. CO., Parkville 
or $50 cash, f.o.b. Cadillac, Mich SEVEN-UP Mo ” 





our usual to 





Washers Items indicated with asterisk are reconditioned ie ITT. CO., Cadillac, Mich.—2.-2 
i ; ‘ and guaranteed. Other items are offered as is : FOR SALE. D&L Hydro washer; in good 
at A DUMORE, 8 wide, 2 comp., single end but in full operating condition. : FOR SALE. 2 ee F, _ models and . condition; in use every day; will handle all size 

: Yixies CC; BY Sturdy Suilt 6-wide soakers, seria of bottles. 7 oz. to 5 gal must make yom to 

Doan - rebh : : i 5s Zz Ral 1 mak T¢ nt 1 IT 

MEYER, 8 wi ng 3 comp., double end, splits Carbonators—Saturators Nos. SSO and 765; Meyer washer, 6-wide, double larger size: no reasonable offer refused: letails 
$3,500 
q . end, model 46 qt.; Infileo accelerator water cor on request VIERK WATER & BEV. ¢ O. 

1—MICHAEL YUNDT, 12 wide, 4 comp., double I—LIQUID "Lifetime Magic'’, stainless steel, ditioner JBA—S45 with 36” filter and 36” purifier INT42 yee » Av.. Lansing. Iii 5 1 : F 

end, splits to gts.—$1 750.00 1000 GPH—$1,750.00 Meyer 16-spout filler with crowner and with sepa phere oe eee 

I—LIQUID UNIVERSAL, 4 wide—$I 500.00 I—LIQUID, stainless steel, 800 GPH—$I 495.00 rator sirupers; 2 Evans heaters; Mojonnier carbo FOR SALE 2 model F auto. Dixie fill 

*I—LIQUID UNIVERSAL, 4 wide—$2,150,00 i—LI UID, stainless steel, 500 GPH—$975.00 cooler model 82, carborator only; York compres wach. ZAF-F Cc DH DE ‘Al F 10 and 713 vectra 
1—STURDI-BILT SOAKER, 6 wide, automatic un- I—LIQUID, stainless steel, 200 GPH—$525.00 or 20 HP type; several s. s. sirup tanks 300, 150 ata Sod: o4 iF and 16. made H 180 is hi ae Des 4 

load, 75 to 90 case—$1 500.00 I—CEM, stainless steel, 500 GPH (1949)—$975.00 and 100-gal. cap.; semi-auto. labelers accumu Miller Hydro bottle washer, mach. #107 pe 1s: 

I—D & L, 6 wide, 120 CPH, automatic unload— I—LIQUID, dome type, 250 GPH—$275.00 . s sdestals orner posts > a Fe eal Ey. 

$2,250.00 ‘ ype, lating tables; track pedestals, corner post an 10 HP Ammonia compressor, York model D-H ; 

‘ ’ P File track; a number of Ideal vendors in both mod ials model 7-20 Mojonnier carbo-cooler: 2 2077 Infile 

Filler yrup ers OB and $0oB; Mosler money safe, 2 part hydrodarco filters, sand gravel and carbon; the 

pie ; *|—BUCKNER 10" Filter Press, 5 GPM. sanitary YO xX BOx BO high; other miscellaneous beverage above machinery can be seen in operation and is 

ey A spout, parts for 3 size bottles— pump and nickel alloy fittings—$875.00 = or = er z ve “) sth hae ps es in for —— disposal as a - ng iy with 

a. Cone cond 0 ane : ocated e e in iy li rey é nervy: ais woe Jixie fillet serial 

ae eee. Dore te 8 an eee sie on fittings $675.00 ae See or Columbus, Ohio. -ROYAL CROWN BEV. pay oo; model B Di me f ee, 7 UP BOTT. CO., 
4,950.00 _ Fave Be : . bans CO., S67 N. 20th St., Columbus, Ohio (Infor IN¢ Charlott N. C.—-2.-1 

1—CEM 14 spout, parts for 3 size botties— “i Hee Filter, 3 GPM, pump, motor, fittings— mation on the above equip. may also be had fron é sh 

. Bone uei . * \ sae it ZOTO N. 3th St., Terre Haute FOR SALE.--1 Miller Hydro bottle washer 
_ , Model F, automatic, one man hookup, nd.; ‘Phone Crawford 8486).—2.-1, deluxe model BH 1502B; cap. i50 bpm with aute 

arts for 7 and 12 oz. bottles—$2,200.00 Water Filters loader for splits and 12 ounce; installed ne i 
i—bixie, Model C, hand feed—$475.00 *I—INFILCO JBAS system, lime treating tank, FOR’ SALE. Meyer Dumore double-end 149: po la £0 t $20,000; poy he permet " ios 
1—DIXIE, Model C, automatic—$675.00 quartz filter, carbon purifier, 1500 GPH— washer, S-wide 3-compartment, handles qts. and $11.5000 ee it per . ” CLIQUOT CLUB 

purifier, : 

! kg te = s wt Red Diamond, parts for 2 $2,450.00 plits; Star Liquid }0O0-gal. carbonator; Frigidaire BOTT. CO OF " HIL. , 1027 Marlborough St 

size bottles— .00 *|—20"' quartz and |—20'' carbon—$675.00 2) gal. per hr. water cooler; Hygrade ¥)-g.p.1 Philadelphia 25, Pa 

*I—LIQUID 12 spout Red Diamond, parts for 2 *i|—24"' quartz and |I—24'' carbon—$875.00 water cooler 2 stainless steel filters, cap, 500 

size bottles—$1,475.00 j *|—36"' quartz and !—36'' carbon—$1,175.00 g.p.h.; 2 Star Liquid 10-dise water filters; 2 100 FOR SALE. Several hundred gr B-1 bottle 

*I—LIQUID 12 s spout, new in 1948, parts for 2 size *I—42"' quartz and |—42'"' carbon—$1 475.00 gal tainle irup tank with built-in agitators; it $2.0: 200 gross flint T-oz. ACL "Mad e-Rite at 

bottles—$2,775 (All Filters newly lined, with new packing, Rapids Standard conveyor loader for trucks; O $3; 1 Ermold labeler in excellent condition, $200 

I—LIQUID 32 spovt, parts for 2 size bottles- valves and connections) lund semi-auto. labeler; write O. G., BOX Tid f.o.b. Marshall Texas DR PEPP EF R BOT 

$1,750.00 : ; oo 2-1 CO., P. O. BOX 472, Marshall, Tex.—2.-1 
2—CEMCO 40 spout filler & crowners, for 12 o2 Stainless Storage and Mixing Tanks 
exports and crown top cans (|—1!944—$1 475.00) ef . : FOR SALE... 12-spout Red Di: amond, = splits, FOR SALE. Liquid O&] auto. rotary labeler 
(1 —1948—$1 575.00) All sizes available from 60 to 500 gallon capacity. pints, qt ; | Nt l iquid { niversal bottle washer with variable speed drive for bade, neck and foil; 
Coolers 2) geoph Lee Mamond carbonator;: Red Diamond 12-spout Liquid Red Diamond filler 2M)-gal 
Labelers 1 DIONNIER Carbo-Cecl me Os . semi-auto, labeler, splits, pints, qts.; 2 110-gal ute cathe: & to. & Tetimatingsl Gabe) 
I~O & J, duplex rotary automatic, 150-180 BPM : 0 arbo-Cooler, 15 H_ (Re- stainle teel storage tanks with covers; Sturdy filter MICELI EQUIP ME N i CORP., 2038 
' ' conditioned by Mojonnier Bros.)—$!,950.00 Bilt bottle washer. 6-wide  hand-feed and unk Rerc Street. B ke} »» 
parts for 7 to 12 o2. bottles—$1,275.00 I—FILTRINE Water Cooler, cabinet style. with lits t ee ie. ee eee ae dit. Seta veal das ctesooc. ds stir 
I—ERMOLD, 10 wide, Model 100, automatic, 200 5 H.P. Freon Compressor—$!.575.00 . Spices so a 7 ect viecus COMP Cases o 
BPM. 7 to 12 oz, bottles—$!.475.00 . Pp " p located at Eau Claire Wi cheap if taken at FOR SALE “Wgal. per hr. Liqu carbona 
1—WORLD. rotar p iy das 10 oe, bolt I—DAY & NIGHT Cooler, cabinet style, with once. REICHERT BOTT. CO., Red Wing tor with mot in good condition; $275 at pre 
ee 7, H.P. Freon Compressor—$1,175.00 Minn. —2.-2 cut inention this cits, not crsted—D. L. McCAR 
*I—WORLD, rotary, for 12 oz. bottle—$!,275.00 All items offered subject to prior sale. FOR SALE. | . KI : NEY, 1004 °N. 10th St.. Independence, Kansa 
Fy quid per leer single-en ya 4 
Partial list only. Hundreds of other items available. S-wide qts. to splits bottle washer, 1959 > model 

erial LS SASS | good condition will sell cheay FOR ——_ Bottling plant in large mid-west 

for quick ale ‘-UP UTICA BOTTLERS, IN¢ city le ne rational francl e covers large ter 

BUCKNER EQUIPMENT COMPANY Mares, NOV 3.1 sie Hones, national Bogeoien coves Seine te 
machinery and equip. in excellent conditior nod 
FOR SALE a4 wn cleaning machine ern ISM) sq. ft buildis g can be purcha oa ! 

Liquid Handling Materials and Equipment tor driven; excellent condition: $75.—1 IRSTI \ leased: will sell as going concern on very attra 

BERG BOTTLERS' EQULPMEN CO IN¢ tive tern owners have other interest QO. J 


Dept.NB 2524S. Wabash Ave: Chicago 16, Ill. Phone DAnube 6-1344 301-307 Powell St... Brooklyn 12, . Y.—2.-tf BOX 760.—2.-1 
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SPECIAL 
ANNOUNCEMENTS 








BOTTLERS 
TRADING POST 








MACHINERY SPECIALS 
Complete 20 spout Cem line 
Complete 28 spout Cem line 
Complete 40 spout Cem line (used 2 yrs.) 
Commuicate with us regarding the above or 
any other equipment you may require. 


BOTTLE SPECIALS 
500 gr. 7 oz. ACL green 
1000 gr. 61/2 oz. flint 
5000 1/2 depth quart cases 
10,000 24/12 oz. cases. 


AIDMON 
BOTTLE & SUPPLY CO., INC. 
7615 Third Ave., Brooklyn 9, N. Y. 


Beachview 8-3450 
PRS 





We Will Buy (And Sell) At Any Point 


Any Quantity of Emptied 10-Galion Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
aad Also Wooden Kegs, Barrels and Steel 
Drums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. Cleveland 15, Ohio 





Chaites S JACOBOWITZ @. 


3071 MAIN STREET BUFFALO 14,N. 7 AMHERST 2100 


WE BUY GOOD 
MACHINERY 


We are in the market for good, late model 
machinery, including bottle washers, fillers, 
carbonators, water coolers, labelers, crowners, 
syrup room equipment. 





Here is a chance to turn your surplus equip- 
ment into cash. You will be pleased with the 
manner in which we do business. 

Write immediately, and tell us what equipment 
you have available, and what you would like 
to receive for it, and we will be glad to hear 
from you. No obligation, of course. 

Remember, we've been serving bottlers through- 
out the world for more than 35 years! 


Sewing American Industry for over 30 Years 





February, 1953 


CLASSIFIED 


ADVERTISING 


FOR SALE. 
siruper and filler 
crowner,; i 
gph Liquid Life Time carbonator; 
automatic labeler; 36” rotar 
2 100-gal, stainless steel tanks; 


Liquid 
CCS 


- 32-spout 
with Jumbo 


low-pressure 


automatic 


er 


bu 


tr 


8-wide Liquid Super Kleen washer; 500 
World 
accumulating table; 
10 disc Star Lig 


rotary 


t any 


eating 


uid sirup filter; would like to sell all, 
reasonable offer for all or part will not be refused 
P. T.. BOX 740,—12.-tt 
FOR SALE.—Permutit 800-gal. wat 
ystem complete with a set of 


2 28” Permutit wate: 


filter 500-gal. Pfaudler stainless steel mixing tank 


12 disc Lomax sirup filter with pump and motor, 
1000 gph Liquid stainless steel carbonator; ex 
cellent condition; priced for quick removal Pr, Be, 
BOX 741 12.-ti. 

FOR SALE.—5-wide Liquid Universal soaker 
1Z-spout Red Diamond filler; 250 gph Red Dia 
mond carb.; 5 hp York compressor with stainles 
steel cooler; all equip. but the cooling system new 

yrs P. O.,. BOX 735. 


1947, used only 2 
12.-tt 

1" 
hilier 


FOR SALE.—Cem 40 model B 
9 j nditi 


ind crown 


good conditior available in Mar 1953; als« 
SOU CCS stainle steel saturator, available 

W P. P., BOX 736 12.-tf. 

FOR SALE 6-wide Heil 1941 soaker; any 
reasonable tter accepted ; must make room avail 
able P. O., BOX. 737 12.-tf. 

FOR SALE Dixie F automatic; 250-gal. Cem 
iturator; 4w2c Liquid Super Kleen washer ; bottle 

nveyor and accumulating table ai Bon 
738 12. -tf. 

FOR SALE.—Cem 28 filler; 8Sw2cQ Meyer Du 
more soaker; 500-gal. Cem saturator; 10 hp in 
stantaneous water cooler; all machines rebuilt; 
ivailable now; will sell separately.—P. S., BOX 
739.—12.,-tf 

FOR SALE.—Jumbo crowner Model E; Walker 
Wallace pasteurizer; 24-spout M & S  vacuun 
filler; 2 Crown Cork & Seal 90 degree turns; 1 
Iron fireman coal toker; 10 hp homogenizer, 
“M)-gal. per hr.; 5-wide Liquid Universal soaker 

BIRELEY'S BOTT. CO., P. 0. BOX 842 
Sumter, S. C 2.3 

FOR SALE.—Several hundred gross 10-o0z 
cay flint glass beverage bottle PEPSI-COLA 
BOT! CO., 526 Keowee St., Dayton, Ohio 

10.-tf 


FOR SALE.—2252 cases of 
bottles, 
wooden 
original 
bottles, 
wooden 
SIMON, 


new 


200 gr. new Lemonette 
2400 cases of new 


cases, 
containers ; 
offer.—MR 


cases; make 
104 Main St., 


Lemonette 


packed 30 bottles to the case in Grapette 


bottles in 
Orangette 


packed 30 bottles to the case in Grapette 
DAREL E 
First National Bank Bldg., 


Oshkosh, Wisc.—7.TF. 

FOR SALE Cem 20 siruper-filler-crowner 

plits to qt xcellent condition; immediate de 
P. N BOX 734 12,-tf, 

FOR SALE 12-spout Liquid filler, serial 
No. 2380; in operation in central Illinois plant; 
$650 f.o.b. plant P. F., BOX 724 11.-tf 

FOR SALE Model B Dixie eria " 61 
needed.—P. G., BOX 725.—11 its 

FOR SALE.-6 ea corated 
ether wih be sin GOLDEN AGE BE\ 
CO IN( 600, BE. Exe inge St Akror 0 
] 

FOR SALE I er ‘ 

is new iM) oO | 
110 y t. (A) cvecle otor < t wher 
new LO) A r for wer DR PEPPER 
BOTT, CO., Roar e, \ 2;-3 
FOR SALE \ t new I ! 
I DD ‘ ‘ 
0 (). f BON 7hH0 1 


FOR SALE 


% 14-compartment Mey Dumore 
I 1 Re D le 12 
1 ! r monia 
| my ul I t ‘ te te 
l t ( it i DOW) g 
i ibe 1S ( ! ( 
€ PEPSI-COLA BOT ( 
I 1238, M . 1.-2 


aker 
16 
xe 

f € 

Vor 

A’ te 

P.O 


CLASSIFIED 
ADVERTISING 


FOR SALE. Liquid Red Diamond 12-spout 
filler No, 579, Liquid Super Kleen 4-w 2-c washer 
LS158; both in excellent condition; replacing 
with larger units;,need space; will sacrified; sepa 
rately or as umt.—DR. PEPPER BOTT. CO., 
South Fallsburg, N. Y 1.-3 
FOR SALE.—Complete 60 cs. per hr. bottling 
machinery consisting of Liquid Red Diamond 1z- 
spout filler, 5-wide washer, Life Time carbonator, 
water cooling unit, Western lme treating unit 
24” filter and purifier, 1947 mode].—BARQ’S 
BOTT, CO., INC., P. O. Box MA1, Waco, Tex 
b.-2 


FOR SALE.—10-0z. Dr. Swetts Root Beer bot 
tles; in good condition; $4.50 per gr COCA 
COLA BOTT, CO., Goodland, Kansas.—1.-2. 


FOR SALE. — |! 
filler; 1 Shield 
jacket sirup kettle; 1 
filler and crowner; 1 Liquid ¢ 
AW cases ACL 82-0z. white bottle 

tter on any or all of these item CLE 
COCA-COLA BOTY CO., Clearfield, 


hte d 
oaker; 1 
Burns 

arboni 


Diamond 12-spout 
Iron OO pal 
hand-operated 
carbonator ; 
make us an 
VRELELD 
Pa 2-1 


Liquid 
1 wide 


stean 


FOR SALE 


Otter lor quick al 
j2-spout Liquid Carbonic low-pressure filler, 
0/30; Ghead Liquid Carl 
FF, serial BZLVIGI, 1/15/80; 5 and 5 
and 1 HE motor 
model G, senal F35201; SOO-gal. Life Time magic 
Liquid carbonator, serial 570004; 16-wide Super 
Kleen soaker, 4 - compartment Coca - Cola special, 
installed 12/30 new converted 1/28/50 from 
brushes to hydro at $2,900 cost by Liquid Car 
Sonn e! department, oaking 
tanks, 1 |} tank, i 
poids Ha! Liquid Carbonic accumulating table 
moto! oo” diameter; ID-head Liquid ¢ 
> mixer; 16 rotary vacuum tiller 
vacuum pump, size C, serial #C4Z314, 
with pump still in shipping 
pint Super Kleen, 3-compart 
eral ndel DE 
pe , Wa a basement load, 
{ » Tru-Ade Bottling unit #GF¢ 
7115; lb-head gravity filler, ere 
7¢!l Teor filling ! rt be, 
B& M_ used 
Miller case 
verse Cane 
PEPPER 
Washington 


sccepted H 
erial 
FLO pint size, l 
crowner, model 
Frick immornia 


conn 


compressor 


caustic 
water tank, 


vice has 2 
Me rial 
with 


arbor i 


ydro tresh 


1 
Vaive 


extra 
ize 


12- wide 
1 F2Z1SS, mi 


ike hydro type, 
converted ; 
164, erial 
pwner and pasteur 
all on J Lim) 
ry little; R. H. type S model B 
carton f with re 

ince 7/13/51 DR 


use 
G1IOL Blair Rd., N W., 
l 


cket 


erage base 


t 
and icker 
infeed, ou 

Dirac, LAK, 
ia, oS 2 


pac ket 
a - sn 


FOR SALE bor make an 
l-ton General Electric 
plate paper dise filter sirup pump; Barrett Cra 
hydraulic hit, model ae lit; U-plate Walker 
Wallace pasteurizer; 36’ Crown Cork and Seal Co 


accun 


otter; 
Star 


quick ale; 


Freon condenser; 3 


platforms i 
and 4-head crowner ; 


ulating table; 2 3x5’ 
clearance ; | S. 12-valve filler 
Liqu Universal 4 washer; Heil 
bottle washer, 4-compartment, 12-wide, single-end ; 
complete Western Filter Cc line, water equiy 
24” filters; Kisco water tube Hoz boiler and Con 
lensate returt tem, WO HP, 100%, S. W. P 
Dest R. Gs horizontal rotary choece 
tort, S basket. M-case 2 350-wal. gla lined 
sirup tanks, de drain, Ptaudler made DR. PEP 
PER BOTT, CO., P. O. Box #595, Waldorf, 

, -1 


automate wicle 


cal 


FOR SALE.-We have 

Ng pt. and offer f ile at great sa ‘ j 

HW) ga gla ne tank @ cot 
Hl b2o-3GU- G16 405 and 125 pal 

i line cap. 209 and 2OUS > ola lined 


iheling machine ill 4 good conditiot 
PRY CLUB SODA CO 1 
field, M 4 


WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY Stainle teel carbona 
it mstantane j water coolers, all ze 
Cer 4) filler ind bottle washer 12 ¢ 24 
bottle wide re d ca prices paid FIRST} 
BERG BOTTLERS’ EQUIPMENT CO IN¢ 
401-307 Powell St., Brooklyn, N. Y 12.-t 
WANTED TO BUY Beverage | ne I 
1 ‘ ! ithe t (4 
p y { 
mplete it mation vest ; t 
Hk. B BO 1 2.-1 


| 
| 
| 
| 
| 
| 
| 








WHERE YOU CAN SAVE 


OF more 


FACTORY-REBUILT EQUIPMENT: 


World Rotary Labeler, Variable Speed 
28 CEM Filler & Crowner 

500 GPH CEM Saturator 

8W9Q2C Liquid Superkleen Washer 
Dixie Model "F" Filler & Crowner 
2-24” Loomis-Manning Water Filters 
36” Diameter Rotary Acc. Tabie 

24 Spout Liquid Red Diamond 
12WP4C Meyer Dumore Washer 

5 HP "Potter & Rayfield" Cooler 
90 CPH Sturdy-Bullt Soaker 

250, 1000 GPH Liquid Carbs. 
4W2C9Q Liquid Superkleen Washer 
40 Spout Liquid Low Pressure 

6W4C Heil Bottie Washer 

Jumbo Model "E" Auto. Crowner 

10 H.P. Liquid Stainless Cooler 

20, 40 Spout CEM Fillers 


We have many more units 
available. Write us what you 
need for prompt quotations! 


301-307 POWELL STREET 
BROOKLYN 12, NEW YORK 





In business for over 60 years. 





IRSTENBERG 


BOTTLERS’ EQUIPMENT CO. INC. 


SAVE 90% 


On Modern Equipment 
For Immediate Delivery '! 





Here is a partial list of FIRSTENBERG 
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Mf, 


ASTIN AN\\\\ \\WO 
FOR BOTTLING EQUIPMENT 


REBUILT AND GUARANTEED 
WRITE - PHONE - WIRE 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City 1, N. Y. 
RAvenswood 9-3173 








Partial Listing of Bottle Bargains! 


50,000 ctns. 24/12 oz. New Flint Non- 
Returnables. 
400 gr. new 8-oz. ACL 16-oz. wt. Sodas. 
20,000 ctns. 36/8 oz. Plain Emerald Gr. 
20,000 ctns. 24/8 oz. Emerald Gr. Sodas. 
400 cases 24/7 oz. Cheer Up Bottles. 
—Also Numerous Other Lots. 


1. Baskowitz Bottle Company, Inc. 
1301 Grand St. Brooklyn 11, N. Y. 








It's New! It’s Improved! 
A-1 COLA BASE CONCENTRATE 


“The Cola of Superior Flavor” 


write for free sample to 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Ill. 








BETTER REPAIRS WITH THIS 


BEVERAGE CASE NAIL! 


@1'2” LONG — 12 GAUGE WIRE 

e OVAL HEAD—BARBED BODY from head 
to center. 

@ CEMENT COATED (Cement coating adds 
to holding power and provides addi- 
tional protection against corrosion.) 

@ Will not break if bent 

@ PACKED IN 100 POUND KEGS... PRICED 
AT 17c PER POUND F.O.B. PHILA., PA. 

Order your supply today. Sample upon request. 


S. ERVIN DIEHL, JR. 


1300 N. FRONT ST. PHILA. 22, PA. 
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WANTED TO BUY. 
emerald green and white bottles. 
CO., 14460) Linwood, 


Any amount 24-0z. plain 
MAVIS St 1 
Detroit 6, Mich. 


WANTED TO BUY.-4W-gal. stainless steel 
tanks with and without agitators.-SARATOGA 
QUEVIC SPRING CORP., Saratoga Springs, 
Ne © 1.-3 

WANTED TO BUY. Water cooling unit com 
plete to handle 200-gal. water per hr. with 40 
drop m temperature NESBIT' BOTTI i 
10H) Kxchange Ave Oklahoma City 8, Okla 

WANTED TO BUY. -5t#)-gal. per hr. or larger 
lime and chlorine continuous or batch water treat 
ing unit; will consider sand and activated carbon 
filters with same outfit if priced right; quote 
make, age and price.--TOP ROCK BOTT. CO., 
Charleston, W. Va.—2.-] 

WANTED TO BUY. IS-spout Red Diamond 
or 20-spout Cem, 5 or 7! IP water cooler and 
bottle mixer suitable for said filling machine: state 
lowest price ree. MYER'S, INC,, 848 E 
lMith St., Bronx, 2.-1. 

WANTED TO BUY.-—2  100-gal tainless 
tanks, ide agitators; also York Ip h p. cooling 
unit; contact GARY FUST, 38 Larch Rd., But 
talo 21 N. ve 2.-1 

hich bela bg BUY. -5,000 wooden full-depth 
case Seven - Up cartons; write 
SEVE N P BOT r. CO Sox 46%, Maysville, Ky 


2.-1, 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED. — Flavor chemist, able to 
formulate ag omy 2 exceptionally fine in a fruit 
base orange, from beginning to end; must under- 
stand all angies of the business; this is a small 
aggressive company; will share on a_ bonus ar- 
segeement plus a moderate salary—N. V., Box 

1 


552,—1 


HELP WANTED. Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—-ESSENTIAL PRODUCTS 
CO., INC., 59 Fulton St., N. Y. C.—8.tf. 


SALESMEN WANTED. 
sales manager experienced 
Middle West, South, and the West Coast; men 
with vision, who can carry themselves, this is 
opportunity for opening territories for the onl 
new drink with the widest appeal.—THE NEECO 
COMPANY. Div. of the ATLANTIC EXTRACT 
COMPANY, INC., 134 Fulton Street, Boston 13, 
Mass.—10.-1, 


HELP WANTED. — reliable manufacturer 
selling nationally to the bottlers and beverage 
manutacturers, for many years, is desirous of add- 
ing a few men in valuable and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
an unusual opportunity to substantially increase 
your earnings; write fully, stating experience, 
lines handled and territory covered ; ail replies con- 
fidential—O. Box 603.—6-tf. 


—~ Neeco coffee soda; 
in franchising, three, 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 

bach ai WANTED. General mgr. witl 
thorough experience in all phases of beverage plant 
operation seeks connection due to sale of present 
plant; available Feb. 15; write oo. i. Bon 
127.—2.,-1 

POSITION WANTED. 2 years experience i 
bottler on Burns model G filler, sirup mixer, pro 
duction and maintenance in small New England 
plant; seeks work in Florida, New Mexico 
Arizona: age 35; married; available immediately ; 
write A. H., BOX 753.—2.-1 

POSITION WANTED.--A sale manage? 
am well versed in advertising, merchandising, pro 
motion, training of routemen, etc over 2O vear 
experience; in position to relocate; married; have 
vutstanding record as producer; would prefer op 
eration doing at least '4 million case O.F., ROX 
T54.—2.-2 

‘. ‘ | T “— T 
MISCELLANEOUS 

MISCELLANEOUS For sale; proce for 

production of Brominated Oil Oo, H. BOX 756 


| 4000 cases 1/-gal. 


| | 3300 Lakeside Ave. 


| 1250 gr. oye ee 








Amber steinies packed 6 in wood 
case. 

175 cases syphon bottles packed 6 each wood case 
with heads. 

75 cases syphon bottles packed 6 each wood case 
without heads. 

10,000 cases Fiint 12-0z. export shape beer bottles 
packed 2 doz. paper cases. 

Emerald Green beverage bottles, 

initial on shoulder, packed in paper crate service 

cartons. 


| 3000 cases Grapette bottles. 


3000 cases Orangette bottles. 
4000 cases Lemonette bottles. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave. Cincinnati 14, Ohio 





FOR SALE 
20 Ib. CO. Cylinders 
Approx. 400—5'/2"" x 51" 
Complete with vaives and caps 
BURDETT OXYGEN CO., Dept. JW 
Cleveland 14, Ohio 





FOR SALE 


| 150 Ib. capacity Harrisburg Convertor Gas- 
| kets, $1.00 each, post paid. 








| 900 Oakley St. 


INDIANA GASKET CO. 


Evansville, Indiana 








FOR SALE 


10,000 Wood rw Cases, full depth, 20c each. 

3,000 +" oz. Shells, full depth, 15¢ each. 

3,000 ‘' 6 oz. Shells, full depth, 15¢ each. 
30,000 ‘' 10 & 12 oz. Shells, full ‘depth, 20c each. 
30,000 Fibre NEW 7 & 8 oz. K.D. Cartons, 30c each. 

7,000 NEW 32 oz. K.D. Cartons, 30c each. 
70,000 ‘' NEW 12 oz. K.D. Cartons, 30¢ each. 
10,000 ** NEW 7 oz. set-up Cartons w/ partitions, 

100,000 12 oz. Partitions, 4c each. 


15¢ each. 
2,000 gross 8 oz. Emerald Green Champagne Style 
Bottles. 
INC. 


BISON BOTTLE COMPANY, 
28 WASSON ST. BUFFALO 10, N. Y. 








NEW PARTITIONS 


All Types—Direct Factory Shipments & Quotations... 


BUY - SELL - EXCHANGE 
BOTTLES AND SUPPLIES 


M. WALSH, 8201 4th Ave., B’klyn, N. Y. 


Phenee: LE-4-1357, SH-5-5856 








ALWAYS BUYING 


Soda Water Tanks—Block Tin Tubing — 
| Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 





WANTED ... CHIEF CHEMIST 


Owing to the untimely death of our chief chemist, 
we need a good experienced man to take his place. 
If you have thorough knowledge of how to make 
beverage and food flavors, together with initiative 
and imagination, we'd like to hear from you. Old 
established house, modern plant, fine equipment. 
Your reply will be considered confidential. 


Write BOX 225, care of National Bottlers' 
Gazette, 9 E. 35th St., New York 16, N. Y. 








FOR SALE 
700 gross, 8 oz. Tall Flint Sodas, New 
300 gross, 7'/2 oz. Tall Flint Sodas, New 
30,000 cases, 12 oz. Emerald Green Ales, 
Balantine style 
10,000 cases, 12 oz. Export Shells, paper parti- 
tions, 24 ea. 
10,000 cases, 12 oz. Steinie Shells, paper parti- 
tions, 24 ea. 
3,000 cases, B-1, ACL Emerald Green Bottles 
& Boxes 24 to '/p depth case 
30,000 cases, Used 2 doz., 12 oz. amber select 
Beers 
We buy all surplus botties and Crowns 


PENN BOTTLE & SUPPLY PAY 
5619 Cherry Street ila. 39, Penna. 














FOR SALE... CO. VALVES 


CO.» valves, $1.25 each in lots of 50 or more. 
Samples sent upon request with check for 
same. All orders C. O. D. or paid in advance. 


ALBERT KAPLAN 


233 N. 2nd Street - Philadelphia 6, Pa. 
Walnut 2-2326 








FOR SALE 


50,000—cases 12 Oz. Brown Export Bottles. 
6,000—cases 12 Oz. White Export Bottles. 
15,000—Wooden Export Cases, paper partitions. 
1,000—Aluminum Half Barrels, Peerless Taps. 
1,000—Acme Steel Quarters, ~ le shell. 
1,500—Lee Steel Half Barrels, 1947's, 48's, 49's. 

2—World Labelers, for qts. and pts. 

1—12 Wide Soaker, for qts. and pts. 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa. 








FOR SALE 
FROM CLOSED BREWERY 


Quart bottling line consisting of Meyer 16 
wide 5 compartment Washer, Meyer 34 spout 
Filler, Jumbo Model "E" Crowner, Ermold 
8 wide Labeler, Meyer Pasteurizer. Also com- 
plete pint line. Will sell all or part; no reason- 
able offer refused. 


PERRY EQUIPMENT CORP. 
1419 N. 6th Street Phila. 22, Penna. 








National Bottlers’ Gazette 














THE LAST WORD 


wwwwkwkwk wk w 


F xp from the last word has been written on 
the subject of prices, as we indicated on the first 
(inside) cover. As an industry, we would have, 
perhaps, reached a relative point of equilibrium 


in pricing to this time, had it not been for the, 


blocking effect of price control. Now that that is 
gone, lost time is being made up by the quart 
producers especially. But what is equally im- 
portant is the morale effect. For the first time 
in years, we see smiles on bottlers’ faces; con- 
fidence in their bearing and action in their adver- 
tising and promotion departments, in their ac- 
quisition of new drinks, and the rehabilitation 
of their plants. The right price for soft drinks 
alone, of course, is not the whole answer, but it is 
a mighty potent spring tonic. 


x* 


Price controls, or the absence of them, is a 


two-edged weapon. On the national level, price 
controls on all products are scheduled to ter- 
minate April 30. This is what business, agricul- 
ture and labor want, and President Eisenhower 
has asked Congress to let the controls die a sta- 
tuatory death. When that happens, some bot- 
tlers’ costs are due for a further increase. Ma- 
terials, supplies and labor again have to stabil- 
ize under the new conditions, and the trend is 
still upward. It will be vitally important to oper- 
ate properly in all departments and especially 
in the area of pricing. 


Next month “NATIONAL BOTTLERS’ GAZETTE” 
reaches another natal issue, its 71st. In celebra- 
tion thereof, we are oiling up the editorial ma- 
chinery for the production and publication of the 
kind of special features that our readers have 
come to expect from this publication over the 
years. You are in for some pleasant surprises, 
in addition to the wealth of solid information and 
news which characterizes all of our issues, month 
in and month out. Look for it. 


Across the nation, both franchise and inde- 
pendent line bottlers are looking with pleasure 
at the volume figures of their 1952 operations. 
Among some of the franchise bottlers, their 
achievements are being recognized by the parent 
companies with all sorts of plaques, trophies, and 
prizes. The sales gains, coupled with better pric- 
ing, have, as we have said many times in recent 
months, combined to make last year one of the 
best we have experienced in a long time. We can- 
not possibly predict the weather for this coming 
summer, but there will most certainly be enough 
hot weather to put a solid foundation under the 
two elements in sales which must be maintained 


in strength—advertising and promotion. 





For Full Fruit Flavor... ALWAYS 














Manufacturing Chemists for Over 100 Years 





e Get the same full, fruity flavor every time in 
beverages, candy, jams, jellies or sherbets with 
Pfizer Citric Acid Anhydrous. 

You'll always get uniform results in acidity 
with this outstanding acidulant. Here’s why. 
Pfizer Citric Acid Anhydrous contains no water 
of crystallization. Consequently, it cannot dry 
out, even after long months of storage. It does 
not cake under proper storage conditions nor 
does it absorb water from the atmosphere. 

This regular consistency means you can be 
assured of the same tang every time. Let’s Talk 
Citric! Contact .. . 

CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; Vernon, Calif.; Atlanta, Ga. 


MAKE PFIZER YOUR REGULAR SOURCE OF SODIUM BENZOATE 

















When tl comes to 


GIPRUS PLAWORS= 
Come to “Foote & Yeuks 


For Lemou ~ 


Choose Isolate Lemon — the standard of quality for 69 years. 
Clear — brilliant in the bottle. No musty or woody taste. 
Terpenes removed at room temperature. Perfect for lemon or 


Sau 


white soda. 


@ Cd y 
For Lithiated Lemou 
Choose Isolate Lemon had Limes—just right for a bright, clear, 


fast-selling bevertige. Delicately blended. Terpeneless. Nat- 
ural. Ask for balanced blend of mineral salts, too. 


Choose Clipper Lemon and Limes — natural blend with color -.-..- 


and cloud. Two strengths. Two colors. Dense cloud — no ring. 


Lots of taste-appeal. 


For Orange 


Choose from a wide range of ¢laudy orange flavors — dif- 
ferent blends, strengths and shades of color.All natural with 
heavy, ringless cloud. Look good—taste good—money-makers. 
Also — clear, terpeneless orange for use as a base or re- 


inforcer. 


foole «Jenks 


JACKSON, MICHIGAN 








FLAVOR SPECIALESTS SINCE 1884 














